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This flow chart describes how the Marketing Education curriculum can be viewed as a
continuum that begins in the primary grades with career awareness and exploration.
The model continues through postsecondary education with the emphasis becoming
more specialized to the student’s individual interest in marketing education..
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Standards for Marketing Education
Business, Management, and Entrepreneurship

Standard I: Understand fundamental business, management, and entrepreneurial
concepts that affect business decision-making
Benchmarks
1. Identify ways that technology impacts business.
Explain the nature of marketing strategies.
Demonstrate leadership characteristics.
Monitor variables associated with business risk.
Demonstrate procedures for controlling a business’s fiscal activities.
Identify potential business ventures basked on community, market, and opportunity
analyses.
7. Formulate a business plan.

AL

Communication and Interpersonal Skills

Standard II: Understands concepts, strategies, and systems needed to interact
effectively with others
Benchmarks
1. Communicate clearly and concisely in writing.
Use appropriate technology to facilitate marketing communications.
Make decisions.
Treat others fairly at work.
Demonstrate interpersonal skills in team working relationships.
Apply interpersonal skills to develop good customer relationships.

AN

Economics

Standard III: Understands the economic principles and concepts fundamental to
marketing
Benchmarks
1. Explain the concept of economic resources.
Interpret the impact of supply and demand on price.
Identify factors affecting a business’s profit.
Determine factors affecting business risk.
Explain the concept of productivity.
Evaluate the influences on a nation’s ability to trade.

AL
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Professional Development

Standard I'V: Understands concepts and strategies needed for career exploration,
development, and growth
Benchmarks

1. Analyze employer expectations in the business environment.

2. Identify employment opportunities in marketing and business.

3. Utilize resources that can contribute to professional development.

Distribution

Standard V: Understanding the concepts and processes needed to move, store, locate,
and/or transfer ownership of goods and services
Benchmarks

1. Explain the relationship between customer service and distribution.

2. Select distribution channels and channel members.

Financing

Standard VI: Understands the financial concepts used in making business decisions
Benchmarks

1. Describe the role of financing in marketing and business endeavors.

2. Calculate exchange rates.

3. Use budgets to meet the financial needs of a business.

Marketing-Information Management

Standard VII: Understands the concepts, systems, and tools needed to gather, access,
synthesize, evaluate, and disseminate information for use in making business
decisions
Benchmarks

1. Determine the need for marketing information.

2. Analyze the environments in which businesses operate.

3. Demonstrate procedures for gathering marketing information using technology.

Pricing

Standard VIII: Understands concepts and strategies utilized in determining and
adjusting prices to maximize return and meet customers’ perception of value
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Benchmarks
1. Determine pricing objectives, policies, and strategies.
2. Use technology to assist in setting prices.

Product/Service Management

Standard IX: Understands the concepts and processes needed to obtain, develop,
maintain, and improve a product or service mix in response to market opportunities
Benchmarks

1. Plan a product/service mix.

2. Analyze product-liability risks.

3. Select material/ products/services to purchase.

4. Describe factors used by marketers to position products/businesses.

Promotion

Standard X: Understands the concepts and strategies needed to communicate
information about products, services, images, and/or ideas to achieve a desired
outcome
Benchmarks

1. Explain the communication process used in promotion.

2. Write promotional messages that appeal to targeted markets.

3. Utilize publicity.

4. Develop a promotional plan.

Selling

Standard XI: Understands the concepts and actions needed to determine client needs
and wants and respond through planned, personalized communication that
influences purchase decisions and enhances future business opportunities
Benchmarks

1. Develop an understanding of customers/ clients.

2. Utilize selling techniques to aid customers/ clients in making buying decisions.

3. Determine/minimize risks in selling to a customer.

4. Utilize strategies to build and maintain a clientele.
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Marketing Course Options
Secondary Level

Option 1
Accounting
Grade 2 semesters
Keyboarding
9-10 Core Course > 1 semester
General Business
1 semester
11-12 Sales Marketing Merchandising
1 semester 1 semester 1 semester
Entrepreneurship Business management
11-12 1 semester 1 semester
|
Option 2
Basic Employable Skills p| Other Vocational
9-10 2 semester Core Course Courses
. Entrepreneurshi Management
Sales Marketing p p
11-12 1 semester 1 semester 1 semestrer 1 semester
Marketing Education
Related instruction to
Internship

2 semesters

'

Coop-Ed./Internship
On-the-job training
2 semesters

6 Semester Courses meet the Vocational Education Standards
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Description The American Marketing Association defines marketing as the

of Marketing process of planning and executing the conception, pricing, promotion,
and distribution of ideas, goods, and services to create exchanges
that satisfy individual and organizational objectives. This definition
indicates that marketing is a process that involves a variety of
activities designed to change behaviors or influence ideas. These
activities include, but are not limited to advertising, logistics,
marketing research, product design, and selling.

Historically, marketing has been characterized as dynamic and
changing. However, the pace at which it is changing has accelerated
due to environmental shifts taking place in the business world:
downsizing, outsourcing, mergers, international competition, world
markets, and technological innovations. These changes impact the
skills, attitudes, and abilities needed for success in today’s workplace.

Marketing must be viewed as a multi-faceted, critical business
function that is undergirded by such social sciences as economics,
psychology, and sociology. Its successful performance depends on
the application of mathematics and English principles, the use of
scientific problem solving, and the application of technology to
marketing situations and problems. In this century, economic survival
in business will depend on the ability to understand and execute
marketing skills.

Career Career opportunities in marketing can be found in domestic and
Opportunities international businesses, organizations, offices, and agencies of all
in Marketing types and sizes—both profit and nonprofit. Individuals employed in

marketing positions may specialize in one marketing function (e.g.,
selling, distribution, product management, etc.), or they may require a
broad understanding of all marketing functions as would be needed
by a business owner or manager.

The range of employment options suggests growing opportunity for
persons who possess marketing know-how. According to the Federal
Bureau of Labor Statistics, 12 million people are currently employed
in the field of marketing. A profile of selected marketing careers is as
follows:

» Advertising
Professionals in advertising may work in ad agencies, within
advertising departments of firms, with mass media as sales
representatives, or as marketing communications specialists.
Faster-than-average growth in advertising career opportunities is
expected because of sharp competition in the United States and the
global marketplace. The U.S. Department of Labor projects a
growth rate of more than 30% for marketing research analysts,
advertising managers, and visual artists. It is estimated that almost
600,000 marketing and advertising managers alone will be
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employed in the United States by 2005. As the U.S. businesses
expand to other countries, advertising and promotional work will
increase dramatically.

» Marketing Research
Because of the high stakes involved in keeping existing products
growing and introducing new products and services, the signif-
icance of marketing research has increased in corporate America.
Examples of activities performed by marketing researchers are
monitoring competitors’ efforts, identifying market trends, develop-
ing customer profiles, measuring market share, designing product
and packaging, planning distribution channels, and evaluating the
impact of promotional efforts. The field is expanding into such new
territories as the Internet, the health care industry, colleges, and
nonprofit organizations. Advances in information technology and
the overwhelming desire to “guarantee success” mean the demand
for marketing researchers will grow faster than average in the
decades ahead.

» Sales and Sales Management
Sales representatives are the foremost contact an individual or
corporate consumer has with a company. The demand for sales
representatives is flourishing. The Bureau of Labor Statistics
projects tremendous percentage increases for sales
representatives in such fields as the service industry, real estate,
securities and financial services, and wholesaling. Sales
representatives also find career opportunities in direct selling,
direct response retailing, telemarketing, and database marketing.

» Retailing
By 2005, it is estimated that approximately 42 million retail
salespersons and 2% million retail supervisors will be employed in
the United States. Job opportunities in retailing include customer-
service sales in such areas as banking, cable television, and
utilities. In fact, 75% of all jobs in the U.S. are in the services
industry. Stockbrokers, travel agents, fitness-center personnel, and
insurance agents are just a few examples of opportunities in the
service industry. The rate of growth for service sales
representatives is projected to be more than 55% by 2005.

» International Marketing
Large corporations and small firms are offering products in other
countries. According to the U.S. Department of Commerce, 25% of
all jobs are related to foreign trade. With the increased use of
technology, this figure is expected to increase dramatically with
career opportunities for international marketers abounding. Three
specific careers in international marketing are international
marketing research, international product management, and
international promotion.
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» Entrepreneurship
As new technologies have been developed and changes have
occurred in the business environment, opportunities for
entrepreneurs have increased. Desktop publishing, direct mail, and
telemarketing have experienced tremendous entrepreneurial
activity. Skills needed for entrepreneurial success include
identifying market niches, marketing research, identification of
sources of capital to finance the business, and selling skills.
Entrepreneurial start-ups are expected to continue at a consistent,
and at times frantic, pace.

Description Nationally, Marketing Education is offered in more than 7,000 high
of Marketing schools and most community/technical colleges. More than a million
Education students with diverse ability levels and marketing interests obtain
and education in marketing subjects annually. In lowa, more than 6,000
Supporting students are enrolled in marketing in 171 high schools. At the pogt-
Agencies secondary level, more than 1,200 students are enrolled in marketing

in 12 community colleges. The curricula range from studying
marketing for personal use and career exploration to developing
advanced management and entrepreneurial skills.

Students enrolled in Marketing Education participate in a co-curricular
student organization that provides opportunities for students to
demonstrate their mastery of the marketing curriculum in competitive
events, develop leadership skills, and exhibit awareness of civic
responsibilities. At the high school level, students join DECA, while
students enrolled in postsecondary Marketing Education courses
participate in Delta Epsilon Chi.

The Marketing Education Resource Center (MarkED) develops the
curriculum used as the basis for the student organizations’ compet-
itive events. MarkED is a nonprofit research and development
organization founded for the sole purpose of developing competency-
based instructional materials for Marketing Education.

Research In January, 1998, MarkED’s board of directors approved a motion for
Process and the development of national standards for Marketing Education to
Procedures explain to the various stakeholders what students should know and
be able to do as a result of instruction in Marketing Education. To
support the effort, MarkED invited state departments of education,
publishers, and National DECA to fund the project. Nineteen state
education departments, Glencoe/McGraw-Hill, South-Western
Publishing, National DECA, and MarkED contributed financially to the
standards initiative. The project entailed the following steps:

» Defining the project outcomes as two key deliverables: a
promotional piece for educators to use with various audiences and a
curriculum planning document for use by curriculum developers

Copyright © 2000, Marketing Education Resource Center, Columbus, OH



lowa Standards Introduction to Marketing Education Page 4

» Conducting a review of literature that encompassed contemporary
secondary and postsecondary marketing texts to identify current
terminology; state standards projects for marketing, business, and
other career/technical areas; states’ academic standards; and
national standards in career/technical and academic areas

» Utilizing a writing team to analyze the existing Marketing Education
curriculum framework schematic and to draft standards statements.
The group was composed of state departments of education staff,
teacher educators, National DECA staff, and MarkED staff. This team
acted in an ongoing capacity to review and react to input obtained
throughout the research process.

» Conducting three rounds of conference calls involving participants
who represented 16 states. Participants included state supervisors of
Marketing Education, vocational administrators, business
representatives, secondary marketing instructors, and teacher
educators. The participants reacted to the writing team’s work and to
survey results.

» Conducting two rounds of data collection in which a variety of
audiences were surveyed and asked to react to the curriculum
framework schematic and to the standards statements. Marketing
instructors administered the surveys to students, parents, guidance
counselors, academic teachers, principals, vocational administrators,
and the business community.

» Conducting focus groups with business representatives and groups
of marketing educators to obtain their reactions to the proposed
curriculum framework schematic and standards statements. The
business representatives also reviewed and reacted to the
performance indicators used to define each standard. Business panel
meetings were conducted in Georgia, lowa, Indiana, Kentucky (2),
Michigan, Ohio, and Tennessee. Panel meetings with teachers were
conducted in Florida, Georgia (2), lowa, Kentucky, Washington, and
Wisconsin.

» Surveying staff from state education departments to determine the
national mission of Marketing Education and the premises on which
the national curriculum should be based

» Conducting two rounds of conference calls with staff from state
education departments to discuss the final listing of performance
indicators and the curriculum planning levels

The data provided by the various sources were evaluated and
synthesized to determine:
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m The standards statements

m The manner in which academics and technology applications
should be integrated into the curriculum

m The visual presentation of the Marketing Education curriculum in a
framework schematic

m The career settings in which marketing curricula are often applied

m The mission of Marketing Education

m The premises on which the Marketing Education curriculum should
be based

In May 1999, a panel of lowa marketing instructors convened and
agreed to adapt the National Standards for Marketing Education for
Marketing Education in lowa. To determine needed modifications, the
following steps were taken following the initial meeting:

» A survey was administered to lowa marketing instructors in
January 2000, to determine the scope of the skills and knowledge
needed in lowa to address core content.

» A decision-making process was implemented that involved
MarkED staff and representatives of the lowa Department of
Education and resulted in analysis and finalization of content from
the teacher and industry panels.

Mission of The mission of Marketing Education is to enable students to

Marketing understand and apply marketing, management, and entrepreneurial

Education principles; to make rational economic decisions; and to exhibit social
responsibility in a global economy.

Premises lowa’s Marketing Education curriculum should:

?ffe m Encourage students to think critically

Curriculum m Stress the integration of and articulation with academics

m Be sequenced so that broad-based understandings and skills provide a
foundation to support advanced study of marketing

m Enable students to acquire broad understandings of and skills in marketing
so that they can transfer their skills and knowledge between and among
industries

m Enable students to understand and use technology to perform marketing
activities

m Stress the importance of interpersonal skills in diverse societies
m Foster a realistic understanding of work
m Foster an understanding and appreciation of business ethics

m Utilize a variety of types of interactions with the business community
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Marketing
Education
Curriculum

The marketing education curriculum is divided into two primary parts:
Foundations and Functions. The Foundations are fundamental to an
understanding of marketing and can be viewed as co-requisites and
as prerequisites for marketing. The content of the Marketing
Foundations must be mastered in order for marketing-specific content
to have relevance to student learning. There are four broad-based
foundational areas: Business, Management, and Entrepreneurship;
Communication and Interpersonal Skills; Economics; and
Professional Development.

The Functions define the discipline of marketing as applied in
business operations. They address marketing from the perspective of
how it is practiced. Each function is viewed from its relationship to the
marketing of a good, service, or idea. The seven functions are
Distribution, Financing, Marketing-information Management, Pricing,
Product/Service Management, Promotion, and Selling.

The marketing curriculum can be viewed as a continuum that begins
in the primary grades with career awareness and exploration and
continues through postsecondary education with emphasis becoming
more specialized to the learner’s individual interest in marketing. The
graph depicting that relationship is shown in Figure 1.
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Figure 1. K-16 Continuum for Marketing Education
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Standards for As a distinct discipline, Marketing Education integrates academic

Marketing concepts and technology applications throughout the curriculum.

Education _

m Academic Concepts: The study of marketing incorporates many
academic understandings, including mathematics, reading, writing,
speaking, sociology, psychology, geography, etc.

m Technology Applications: The successful implementation of
marketing activities requires the use of technology.

Broad-based standards that identify what students should know and
be able to do as a result of instruction in Marketing Education are:

Business, Management, and Entrepreneurship
Understands fundamental business, management, and entrepreneurial concepts
that affect business decision making

Foundations

Communication and Interpersonal Skills
Understands concepts, strategies, and systems needed to interact effectively with
others

Economics
Understands the economic principles and concepts fundamental to marketing

Professional Development
Understands concepts and strategies needed for career exploration

Functions Distribution
Understands the concepts and processes needed to move, store, locate, and/or
transfer ownership of goods and services

Financing
Understands the financial concepts used in making business decisions

Marketing-Information Management

Understands the concepts, systems, and tools needed to gather, access,
synthesize, evaluate, and disseminate information for use in making business
decisions

Pricing
Understands concepts and strategies utilized in determining and adjusting prices
to maximize return and meet customers’ perceptions of value

Product/Service Management
Understands the concepts and processes needed to obtain, develop, maintain,
and improve a product or service mix in response to market opportunities

Promotion
Understands the concepts and strategies needed to communicate information
about products, services, images, and/or ideas to achieve a desired outcome

Selling

Understands the concepts and actions needed to determine client needs and
wants and respond through planned, personalized communication that influences
purchase decisions and enhances future business opportunities
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Instructional The standards form the basis for the instructional areas to be

Areas addressed in Marketing Education. There are one or more instructional
areas for each of the standards in the foundations, while there is one
instructional area for each of the standards in the functions. A
crosswalk of the standards and their corresponding instructional areas
with two-letter abbreviation is as follows:

Framework Instructional Areas
Economics Economics (EC)
Communication and Interpersonal Skills Communication (CO)

Interpersonal Skills (IS)
Business, Management, and Entrepreneurship Business Administration (BA)

Management (MN)
Professional Development Professional Development (PD)
Distribution Distribution (DS)
Financing Financing (FI)
Marketing-Information Management Marketing-Information Mgmt (IM)
Pricing Pricing (PI)
Product/Service Management Product/Service Mgmt (PM)
Promotion Promotion (PR)
Selling Selling (SE)
Curriculum In general terms, a framework is defined as a skeleton structure that
Frameworks supports or encloses something. In education, frameworks are used to

support and enclose the curriculum of a discipline by defining the
discipline’s main elements, thereby providing a big picture overview of
the discipline’s curriculum. They can act as gatekeepers by helping
educators and curriculum developers make decisions about what
should be addressed or eliminated from consideration in a curriculum.
Once educators have determined that content should be addressed,
they can use the scaffolding provided by frameworks as a basis
around which curricular content is developed, organized, and
implemented. The visual presentation, or schematic, of frameworks,
can serve as a communications tool to share with those interested in a
discipline. It quickly communicates the main topics or areas of
instruction that will be addressed

Marketing The standards are depicted in the framework schematic in Figure 2
Education that contains the Foundations, Functions, integrated elements of
Framework Academic Concepts and Technology Applications, and examples of
Schematic career applications.
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Figure 2. Marketing Education Curriculum Framework Schematic

Examples of Career Applications

Advertising Hospitality Marketing Real Estate

Customer Service Importing/Exporting Restaurant Management
e-Commerce International Marketing Retail Management
Entrepreneur Marketing Research Sales Management
Fashion Merchandising Product Management Service Marketing
Financial Services Professional Sales Sports Marketing

Food Marketing Public Relations Travel/Tourism Marketing
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Performance
Indicators

Curriculum
Planning
Levels

Each of the broad-based content standards is defined through a
series of more specific learning outcomes known as performance
indicators that are identified in the next section. These statements
define the scope and intent of each standard. Cited after each
statement is a performance indicator code, a LAP code, and a
curriculum planning code. The performance indicator code is
designated by the two-letter abbreviation for the instructional area in
which the statement appears and a three-digit number (e.g., EC:001).
This performance indicator code is referenced in tests and
instructional materials and is used to access information about the
performance indicator in databases. If instructional modules, known
as Learning Activity Packages (LAPs), are available to support a
performance indicator, their code is then referenced with the
instructional area’s two-letter abbreviation and a number (e.g., EC
LAP 3) that relates to publication sequence. A LAP number does not
designate instructional sequence. The last two-letter code that is
provided identifies the curriculum-planning level to which the
performance indicator has been assigned (e.g., CS).

The performance indicators are assigned to one of five curriculum-
planning levels that represent a continuum of instruction ranging from
simple to complex. The levels can serve as building blocks for
curriculum development in that students should know and be able to
perform the performance indicators at one level before tackling more
complex skills and knowledge at the next level. These levels can also
be used as the basis for developing an unduplicated sequence of
instruction for articulation between high school and postsecondary
marketing courses. In these cases, instructors can agree as to how
far along the continuum students will advance in high school so that
postsecondary instructors can initiate instruction at that point in the
continuum. This will enable students to focus on new, more advanced
subject matter rather than on content previously mastered.

Marketing instructors should consider a variety of variables when
selecting a curriculum-planning level for course development.
Examples of these factors include time available for instruction, the
curricular complexity desired by the instructor, the ability level of
students, and articulation agreements. The selected level will
determine the performance indicators to address with the entire class.
Students functioning at levels above or below that of the class should
be provided advanced or remedial performance indicators based on
their individual needs.

All five curriculum-planning levels are described as follows; however,

only the first three levels will be addressed at the secondary level in
lowa:

Copyright © 2000, Marketing Education Resource Center, Columbus, OH
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Prerequisite

(PQ)

Career-
Sustaining
(CS)

Specialist
(SP)

Supervisor
(SU)

Manager/
Entrepreneur
(ME)

Curricular
Sequence

The content of the curriculum at the prerequisite level is focused on
the development of employability and job-survival skills and concepts,
including work ethics, personal appearance, and general business
behavior. In most circumstances, these skills and concepts have been
previously acquired through life experiences or in earlier
courses/grade levels. Performance indicators at the prerequisite level
should not be used as the sole basis for course design in marketing;
however, instructors should verify that students possess these
prerequisite skills essential for success in marketing.

The starting point for course design in marketing should be the
performance indicators at the career-sustaining level. A curriculum at
this level develops skills and knowledge needed for continued
employment in or study of marketing based on the application of basic
academics and marketing skills. Instruction at the career-sustaining
level should provide students with a fundamental understanding of
marketing principles and experience in making routine business
decisions.

A specialist-level marketing curriculum provides in-depth, solid
understanding and skill development in all marketing functions.
Students who complete courses at the marketing-specialist level
should be prepared to make complex business decisions, exhibit
leadership skills, and apply their mastery of marketing skills across
functions or within one function.

A supervisory level curriculum provides the same in-depth, solid
understanding and skill development in all marketing functions as in
the marketing-specialist curriculum, and in addition, incorporates
content that addresses the supervision of people. As a result of
instruction at the supervisory level, students should be prepared to
plan, coordinate, and supervise marketing staff.

A manager/entrepreneur level curriculum should develop strategic
decision-making skills in all marketing functions and foundations
needed to own/manage a business or department within an
organization. Individuals receiving instruction at this level should be
capable of assuming full responsibility for the success or failure of a
unit within an organization or of a small business enterprise.

Related performance indicators are grouped together in Major Topics
within each standard. These Major Topics are sequenced in their
recommended order of instruction and are shown in Figure 3. The
performance indicators are sequenced in their recommended order of
instruction within each Major Topic, building from simple to complex. In
the listing of performance indicators, some of the statements are
indented below a lead skill or concept statement. This indicates a
specialized application or a higher curriculum-planning level than the
lead performance indicator.
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Major Topics
In the
Marketing
Education
Curriculum

Foundations
Economics
Basic Concepts
Economic Systems
Cost-Profit Relationships
Economic Indicators/Trends
International Concepts

Communication and Interpersonal Skills

Fundamentals of Communication
Staff Communications
Ethics in Communication
Group Working Relationships
Customer Relationships
Dealing with Conflict
Professional Development
Self-Understanding
Self-Development
Career Planning
Job-Seeking Skills
Continuing Development

Business, Management, and Entrepreneurship

Business Fundamentals
Technological Tools
Business Risks
Business Regulation
Organizing

Staffing

Leading

Controlling

Planning

Functions

Distribution
Nature and Scope
Order Fulfillment
Warehousing/Stock Handling
Management of Distribution

Financing
Nature and Scope
Extending Credit
Obtaining Business Credit

Marketing-Information Management
Nature and Scope
Information Gathering
Information Processing
Information Reporting
Marketing Planning

Pricing
Nature and Scope
Determining Prices

Product/Service Management
Nature and Scope
Quality Assurances
Product Mix
Positioning

Promotion
Nature and Scope
Advertising
Publicity/Public Relations
Sales Promotion
Management of Promotion

Selling
Nature and Scope
Product Knowledge
Process and Techniques
Support Activities
Management of

Selling Activities

Figure 3. Major Topics in National Marketing Education Standards

Copyright © 2000, Marketing Education Resource Center, Columbus, OH



lowa Standards

Introduction to Marketing Education Page 13

Performance
Activities

A performance activity is provided for each performance indicator. These
activities can be used to reinforce concepts, practice skills, extend
knowledge, and/or assess student performance. Considerations made in
developing the activities are as follows:

P The activities should promote critical thinking, decision making, and
teamwork.

P A variety of activities should be developed to appeal to different
learning and teaching styles and to maintain student interest.

P The activities should reflect the intent of the performance indicators;
e.g., concept-oriented activities should be developed for concept-
oriented performance indicators.

» The activities should enable students to integrate and apply academic
content.

P The activities should encourage the use of technology.

P The activities should be viewed as examples that can be used for

instructional assistance. They should not be considered mandatory or
all inclusive.

P The activities should be developed from the student’s point of view; i.e.,
the activities are for a student to complete, rather than instructional
directions for a teacher to implement.

Copyright © 2000, Marketing Education Resource Center, Columbus, OH



lowa Standards Introduction to Marketing Education Page 14

Copyright © 2000, Marketing Education Resource Center, Columbus, OH



Performance Indicators

Section 2



All Curriculum Levels

Performance Indicators

Page 15

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

ECONOMICS

Basic Concepts

Distinguish between economic goods and services (EC:002, EC LAP 10) (CS)

Explain the concept of economic resources (EC:003, EC LAP 14) (CS)

Describe the nature of economics and economic activities (EC:001, EC LAP 6)
(CS)

Determine forms of economic utility created by marketing activities (EC:004,
EC LAP 13) (CS)

Explain the principles of supply and demand (EC:005, EC LAP 11) (CS)

Describe the concept of price (EC:006, EC LAP 12) (CS)

Economic Systems

Explain the types of economic systems (EC:007, EC LAP 17) (CS)

Determine the relationship between government and business (EC:008, EC LAP 16)
(CS)

Explain the concept of private enterprise (EC:009, EC LAP 15) (CS)
Identify factors affecting a business’s profit (EC:010, EC LAP 2) (CS)
Determine factors affecting business risk (EC:011, EC LAP 3) (CS)
Explain the concept of competition (EC:012, EC LAP 8) (CS)

Cost-Profit Relationships

Explain the concept of productivity (EC:013, EC LAP 18) (CS)
Analyze the impact of specialization/division of labor on productivity
(EC:014, EC LAP 7) (SP)
Explain the concept of organized labor and business (EC:015, EC LAP 5)
(SP)
Explain the law of diminishing returns (EC:023) (SP)

Economic Indicators/Trends

Explain measures used to analyze economic conditions (EC:043) (SP)

Explain the nature of the Consumer Price Index (EC:044) (SP)

Explain the concept of Gross Domestic Product (EC:017, EC LAP 1) (SP)

Determine the impact of business cycles on business activities (EC:018,
EC LAP 9) (SP)

Describe the nature of current economic problems (EC:038) (SP)

International Concepts

Explain the nature of international trade (EC:016, EC LAP 4) (SP)
Identify the impact of cultural and social environments on world trade (EC:045) (SP)
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All Curriculum Levels

Performance Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

COMMUNICATION AND INTERPERSONAL SKILLS

Fundamentals of Communication

Explain the nature of effective communications (C0O:015) (PQ)
Apply effective listening skills (C0O:017) (PQ)
Use proper grammar and vocabulary (CO:004) (PQ)
Reinforce service orientation through communication (C0:018) (CS)
Explain the nature of effective verbal communications (CO:147) (PQ)
Address people properly (CO:005) (PQ)
Handle telephone calls in a businesslike manner (C0O:114) (CS)
Persuade others (C0O:024) (SP)
Make oral presentations (CO:025) (SP)
Explain the nature of written communications (CO:016) (CS)
Write business letters (C0O:133) (CS)
Write informational messages (C0:039) (CS)
Write inquiries (CO:040) (CS)
Write persuasive messages (C0O:031) (SP)
Prepare simple written reports (C0:094) (SP)
Use communications technologies/systems (e.g., e-mail, faxes, voice mail,
cell phones, etc.) (C0O:041) (CS)

Staff Communications

Follow directions (C0O:119) (PQ)
Explain the nature of staff communication (CO:014) (CS)
Explain the use of interdepartmental/company communications (C0:011)
(CS)

Ethics in Communication

Respect the privacy of others (C0O:042) (PQ)
Describe ethical considerations in providing information (CO:043) (SP)

Group Working Relationships

Treat others fairly at work (1S:001, HR LAP 24) (PQ)

Develop cultural sensitivity (1S:002) (CS)
Foster positive working relationships (1S:003, HR LAPs 1,9) (CS)
Participate as a team member (1S:004) (CS)

Customer Relationships

Explain the nature of positive customer/client relations (1S:005) (CS)
Demonstrate a customer-service mindset (1S:006, HR LAP 32) (CS)
Handle customer inquiries (1S:007) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

COMMUNICATION AND INTERPERSONAL SKILLS

Dealing with Conflict

Show empathy for others (1S:009, HR LAP 17) (PQ)
Use appropriate assertiveness (1S:010, HR LAP 16) (PQ)
Demonstrate problem-solving skills (1S:011) (PQ)
Demonstrate negotiation skills (1S:012) (SP)
Handle difficult customers (1S:013, HR LAP 21) (CS)
Interpret business policies to customers/clients (1S:014, HR LAP 25) (CS)
Handle customer/client complaints (1S:015, HR LAP 23) (CS)
Handle situations when the customer is at fault (1S:016) (CS)
Explain the nature of organizational change (1S:017) (SP)
Describe the nature of organizational conflict (1S:018) (SP)
Explain the nature of stress management (1S:019) (SP)

PROFESSIONAL DEVELOPMENT

Self-Understanding

Identify desirable personality traits important to business (PD:001, HR LAP 10)
(PQ)
Maintain appropriate personal appearance (PD:002, HR LAP 13) (PQ)
Maintain positive attitude (PD:003, HR LAP 11) (PQ)
Demonstrate interest and enthusiasm (PD:004, HR LAP 20) (PQ)
Demonstrate responsible behavior (PD:005, HR LAP 5) (PQ)
Demonstrate honesty and integrity (PD:006, HR LAP 19) (PQ)
Recognize personal biases and stereotypes (PD:007) (PQ)
Demonstrate ethical work habits (PD:008, HR LAP 33) (PQ)
Demonstrate orderly and systematic behavior (PD:009, HR LAP 4) (PQ)
Demonstrate initiative (PD:010, HR LAP 14) (PQ)
Demonstrate self-control (PD:011, HR LAP 18) (PQ)
Demonstrate appropriate creativity (PD:012, HR LAP 15) (SP)

Self-Development

Assess personal interests and skills needed for success in business (PD:013,
HR LAP 2) (PQ)
Explain the concept of self-esteem (PD:014, HR LAP 12) (PQ)

Use feedback for personal growth (PD:015, HR LAP 3) (PQ)

Adjust to change (PD:016, HR LAP 8) (PQ)

Make decisions (PD:017) (CS)

Set personal goals (PD:018, HR LAP 6) (CS)
Use time-management principles (PD:019, HR LAP 22) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PROFESSIONAL DEVELOPMENT

Career Planning

Analyze employer expectations in the business environment (PD:020) (PQ)
Explain the rights of workers (PD:021) (PQ)

Identify sources of career information (PD:022) (CS)

Identify tentative occupational interest (PD:023) (CS)

Explain employment opportunities in marketing (PD:024, CD LAP 2) (CS)
Explain employment opportunities in business (PD:025) (CS)

Job-Seeking Skills

Utilize job-search strategies (PD:026) (PQ)

Complete a job application (PD:027) (PQ)

Interview for a job (PD:028) (PQ)

Write a follow-up letter after job interviews (PD:029) (CS)
Write a letter of application (PD:030) (CS)

Prepare a résumé (PD:031) (CS)

Continuing Development

Describe techniques for obtaining work experience (e.g., volunteer activities,
internships) (PD:032) (PQ)

Explain the need for ongoing education as a worker (PD:033) (PQ)

Explain possible advancement patterns for jobs (PD:034) (PQ)

Identify skills needed to enhance career progression (PD:035) (SP)

Utilize resources that can contribute to professional development (e.g., trade
journals/periodicals, professional/trade associations, classes/seminars, trade
shows, and mentors) (PD:036) (SP)

Use networking techniques for professional growth (PD:037) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

BUSINESS, MANAGEMENT, AND ENTREPRENEURSHIP

Business Fundamentals

Explain the role of business in society (BA:001, MB LAP 6) (CS)
Describe types of business activities (BA:002, MB LAP 10) (CS)
Explain marketing and its importance in a global economy (BA:003,
MB LAP 1) (CS)
Describe marketing functions and related activities (BA:004, MB LAP 2)
(CS)
Explain the nature and scope of purchasing (BA:005) (CS)
Explain company buying/purchasing policies (BA:006) (SP)
Explain the nature of the buying process (BA:007) (SP)
Explain the nature of buyer reputation/vendor relationships (BA:008)
(SP)
Conduct vendor search (BA:009) (SP)
Explain the concept of production (BA:013, MB LAP 11) (CS)
Explain the concept of accounting (BA:014, MB LAP 9) (CS)
Calculate net sales (BA:015) (SP)
Describe the nature of cash flow statements (BA:016, MN LAP 60) (SP)
Explain the nature of balance sheets (BA:018) (SP)
Describe the nature of profit-and-loss statements (BA:020, MN LAP 61)
(SP)
Explain the concept of management (BA:022, MB LAP 8) (CS)
Describe the nature of business records (BA:023, MN LAP 58) (SP)
Describe the nature of budgets (BA:024, MN LAP 59) (SP)
Describe crucial elements of a quality culture (BA:025) (SP)
Explain types of business ownership (BA:028, MB LAP 7) (CS)
Describe current business trends (BA:029) (SP)

Technological Tools

Identify ways that technology impacts business (BA:030) (CS)
Demonstrate basic word-processing skills (BA:031) (CS)
Demonstrate basic presentation software skills (BA:032) (CS)
Demonstrate basic database skills (BA:033) (CS)
Demonstrate basic spreadsheet skills (BA:034) (CS)
Demonstrate basic search skills on the Web (BA:035) (CS)

Business Risks

Explain types of business risk (BA:036) (CS)

Describe the concept of insurance (BA:038) (CS)

Explain routine security precautions (BA:041, RM LAP 4) (CS)

Follow safety precautions (BA:046, RM LAP 2) (CS)
Explain procedures for handling accidents (BA:047, RM LAP 3) (CS)
Explain procedures for dealing with workplace threats (BA:048) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

BUSINESS, MANAGEMENT, AND ENTREPRENEURSHIP

Business Regulation

Describe legal issues affecting businesses (BA:053) (SP)
Describe the nature of legally binding contracts (BA:054) (SP)

Organizing

Develop project plan (MN:153) (SP)

Leading

Orient new employees (MN:078) (CS)

Controlling

Explain the nature of overhead/operating costs (MN:081) (SP)
Explain employee's role in expense control (MN:016, MN LAP 57) (SP)
Describe the nature of managerial control (control process, types of control, what
is controlled) (MN:135) (SP)
Identify routine activities for maintaining business facilities and equipment
(MN:157) (SP)

DISTRIBUTION

Nature and Scope

Explain the nature and scope of distribution (DS:001, DS LAP 1) (CS)
Explain the nature of channels of distribution (DS:055, MB LAP 3) (CS)
Describe the use of technology in the distribution function (DS:054) (CS)
Explain legal considerations in distribution (DS:058) (SP)

Describe ethical considerations in distribution (DS:059) (SP)

Order Fulfillment

Explain the relationship between customer service and distribution (DS:029) (CS)
Prepare invoices (DS:030) (CS)
Use an information system for order fulfillment (DS:056) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

DISTRIBUTION

Warehousing/Stock Handling

Explain the receiving process (DS:004, DS LAP 5) (CS)
Explain shipping processes (DS:057) (CS)

Explain storing considerations (DS:013) (CS)

Explain the nature of warehousing (DS:032) (CS)

Management of Distribution

Coordinate distribution with other marketing activities (DS:048) (SP)
Explain the nature of channel-member relationships (DS:049) (SP)

FINANCING

Nature and Scope

Explain the nature and scope of financing (F1:001) (CS)
Describe the use of technology in the financing function (FI:038) (SP)

Extending Credit

Explain the purposes and importance of credit (FI:002, FI LAP 2) (CS)

MARKETING-INFORMATION MANAGEMENT

Nature and Scope

Describe the need for marketing information (IM:012) (CS)

Explain the nature and scope of the marketing-information management function
(IM:001, IM LAP 2) (SP)

Explain the role of ethics in marketing-information management (IM:025) (SP)

Describe the use of technology in the marketing-information management
function (IM:183) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

MARKETING-INFORMATION MANAGEMENT

Information Gathering

Identify information monitored for marketing decision making (IM:184) (SP)
Describe sources of secondary data (IM:011) (SP)
Search the Internet for marketing information (IM:185) (SP)
Monitor internal records for marketing information (IM:186) (SP)
Collect marketing information from others (e.g., customers, staff,
vendors) (IM:187) (SP)
Conduct an environmental scan to obtain marketing information
(IM:188) (SP)
Explain the nature of marketing research in a marketing-information management
system (IM:010, IM LAP 5) (SP)

Information Processing

Describe techniques for processing marketing information (IM:062) (SP)
Explain the use of databases in organizing marketing data (IM:063) (SP)
Design a database for retrieval of information (IM:189) (SP)
Use database for information analysis (IM:190) (SP)
Interpret descriptive statistics for marketing decision making (IM:191) (SP)

Information Reporting

Write marketing reports (IM:192) (SP)
Present report findings and recommendations (IM:193) (SP)

Marketing Planning

Explain the concept of marketing strategies (IM:194, MB LAP 4) (CS)
Explain the concept of market and market identification (IM:196, MB LAP 5) (CS)
Explain the nature of marketing plans (IM:197) (SP)
Explain the role of situational analysis in the marketing-planning process
(IM:140) (SP)
Explain the nature of sales forecasts (IM:003, IM LAP 3) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PRICING

Nature and Scope

Explain the nature and scope of the pricing function (P1:001, PI LAP 2) (SP)
Describe the role of business ethics in pricing (P1:015) (SP)

Explain the use of technology in the pricing function (P1:016) (SP)

Explain legal considerations for pricing (P1:017) (SP)

Determining Prices

Explain factors affecting pricing decisions (PI:002, PI LAP 3) (SP)

PRODUCT/SERVICE MANAGEMENT

Nature and Scope

Explain the nature and scope of the product/service management function
(PM:001, PP LAP 5) (SP)

Identify the impact of product life cycles on marketing decisions (PM:024) (SP)

Describe the use of technology in the product/service management function
(PM:039) (SP)

Explain business ethics in product/service management (PM:040) (SP)

Quality Assurances

Describe the uses of grades and standards in marketing (PM:019, PM LAP 8)
(CS)

Explain warranties and guarantees (PM:020, PP LAP 4) (CS)

Identify consumer protection provisions of appropriate agencies (PM:017,
PP LAP 7) (SP)

Product Mix

Explain the concept of product mix (PM:003, PP LAP 3) (SP)

Describe the nature of product bundling (PM:041) (SP)

Positioning

Describe factors used by marketers to position products/businesses (PM:042)

(SP)
Explain the nature of branding (PM:021, PP LAP 6) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PROMOTION

Nature and Scope

Explain the communication process used in promotion (PR:084) (CS)
Explain the role of promotion as a marketing function (PR:001, PR LAP 2) (CS)
Explain the types of promotion (PR:002, PR LAP 4) (CS)

Identify the elements of the promotional mix (PR:003, PR LAP 1) (SP)
Describe the use of business ethics in promotion (PR:099) (SP)
Describe the use of technology in the promotion function (PR:100) (SP)
Describe the regulation of promotion (PR:101) (SP)

Advertising

Explain the types of advertising media (PR:007, PR LAP 3) (SP)
Explain components of advertisements (PR:014, PR LAP 7) (SP)
Write promotional messages that appeal to targeted markets (PR:016,
PR LAP 9) (SP)
Explain the nature of direct advertising strategies (PR:089) (SP)
Describe considerations in using databases in advertising (PR:091) (SP)
Create web site (PR:102) (SP)
Calculate media costs (PR:009, PR LAP 6) (SP)

Publicity/Public Relations

Write a news release (PR:057, PR LAP 10) (SP)

Management of Promotion

Explain the nature of a promotional plan (PR:073) (SP)
Coordinate activities in the promotional mix (PR:076) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

SELLING

Nature and Scope

Explain the nature and scope of the selling function (SE:017, SE LAP 117) (CS)
Explain the role of customer service as a component of selling relationships
(SE:076) (CS)
Explain key factors in building a clientele (SE:828, SE LAP 115)
(SP)
Explain company selling policies (SE:932, SE LAP 121) (CS)
Explain business ethics in selling (SE:106) (SP)
Describe the use of technology in the selling function (SE:107) (SP)
Describe the nature of selling regulations (SE:108) (SP)

Product Knowledge

Acquire product information for use in selling (SE:062) (CS)
Analyze product information to identify product features and benefits
(SE:109) (SP)

Process and Techniques

Explain the selling process (SE:048, SE LAP 126) (CS)
Prepare for the sales presentation (SE:067) (SP)
Establish relationship with client/customer (SE:110) (CS)
Address needs of individual personalities (SE:810, SE LAP 112) (SP)
Determine customer/client needs (SE:111) (CS)
Identify customer’s buying motives for use in selling (SE:883,
SE LAPs 102,109) (SP)
Facilitate customer buying decisions (SE:811, SE LAP 108) (SP)
Differentiate between consumer and organizational buying behavior
(SE:112) (SP)
Assess customer/client needs (SE:113) (SP)
Recommend specific product (SE:114) (CS)
Demonstrate product (SE:893, SE LAP 103) (SP)
Prescribe solution to customer needs (SE:115) (SP)
Convert customer/client objections into selling points (SE:874, SE LAP 100)
(SP)
Close the sale (SE:895, SE LAP 107) (SP)
Demonstrate suggestion selling (SE:875, SE LAP 110) (SP)
Sell good/servicel/idea to individuals (SE:046) (SP)
Sell good/servicel/idea to groups (SE:073) (SP)
Plan follow-up strategies for use in selling (SE:057, SE LAP 119) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

SELLING

Support Activities

Calculate miscellaneous charges (SE:116) (CS)

Process sales documentation (SE:117) (SP)

Prospect for customers (SE:001, SE LAP 116) (SP)
Write sales letters (SE:118) (SP)

Create a presentation software package to support sales presentation (SE:119)
(SP)

Management of Selling Activities

Plan strategies for meeting sales quotas (SE:864, SE LAP 118) (SP)
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PQ and CS Levels

Performance Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

ECONOMICS

Basic Concepts

Distinguish between economic goods and services (EC:002, EC LAP 10) (CS)

Explain the concept of economic resources (EC:003, EC LAP 14) (CS)

Describe the nature of economics and economic activities (EC:001, EC LAP 6)
(CS)

Determine forms of economic utility created by marketing activities (EC:004,
EC LAP 13) (CS)

Explain the principles of supply and demand (EC:005, EC LAP 11) (CS)

Describe the concept of price (EC:006, EC LAP 12) (CS)

Economic Systems

Explain the types of economic systems (EC:007, EC LAP 17) (CS)

Determine the relationship between government and business (EC:008, EC LAP 16)
(CS)

Explain the concept of private enterprise (EC:009, EC LAP 15) (CS)
Identify factors affecting a business’s profit (EC:010, EC LAP 2) (CS)
Determine factors affecting business risk (EC:011, EC LAP 3) (CS)
Explain the concept of competition (EC:012, EC LAP 8) (CS)

Cost-Profit Relationships

Explain the concept of productivity (EC:013, EC LAP 18) (CS)

COMMUNICATION AND INTERPERSONAL SKILLS

Fundamentals of Communication

Explain the nature of effective communications (C0O:015) (PQ)
Apply effective listening skills (C0O:017) (PQ)
Use proper grammar and vocabulary (CO:004) (PQ)
Reinforce service orientation through communication (C0:018) (CS)
Explain the nature of effective verbal communications (CO:147) (PQ)
Address people properly (CO:005) (PQ)
Handle telephone calls in a businesslike manner (C0O:114) (CS)
Explain the nature of written communications (CO:016) (CS)
Write business letters (C0O:133) (CS)
Write informational messages (C0:039) (CS)
Write inquiries (CO:040) (CS)
Use communications technologies/systems (e.g., e-mail, faxes, voice mail,
cell phones, etc.) (C0:041) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

COMMUNICATION AND INTERPERSONAL SKILLS

Staff Communications

Follow directions (C0:119) (PQ)
Explain the nature of staff communication (CO:014) (CS)

Explain the use of interdepartmental/company communications (CO:011)

(CS)

Ethics in Communication

Respect the privacy of others (C0:042) (PQ)

Group Working Relationships

Treat others fairly at work (1S:001, HR LAP 24) (PQ)

Develop cultural sensitivity (1S:002) (CS)
Foster positive working relationships (1S:003, HR LAPs 1,9) (CS)
Participate as a team member (1S:004) (CS)

Customer Relationships

Explain the nature of positive customer/client relations (1S:005) (CS)
Demonstrate a customer-service mindset (1S:006, HR LAP 32) (CS)
Handle customer inquiries (1S:007) (CS)

Dealing with Conflict

Show empathy for others (1S:009, HR LAP 17) (PQ)

Use appropriate assertiveness (1S:010, HR LAP 16) (PQ)

Demonstrate problem-solving skills (1S:011) (PQ)

Handle difficult customers (1S:013, HR LAP 21) (CS)

Interpret business policies to customers/clients (1S:014, HR LAP 25) (CS)
Handle customer/client complaints (1S:015, HR LAP 23) (CS)

Handle situations when the customer is at fault (1S:016) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PROFESSIONAL DEVELOPMENT

Self-Understanding

Identify desirable personality traits important to business (PD:001, HR LAP 10)
(PQ)
Maintain appropriate personal appearance (PD:002, HR LAP 13) (PQ)
Maintain positive attitude (PD:003, HR LAP 11) (PQ)
Demonstrate interest and enthusiasm (PD:004, HR LAP 20) (PQ)
Demonstrate responsible behavior (PD:005, HR LAP 5) (PQ)
Demonstrate honesty and integrity (PD:006, HR LAP 19) (PQ)
Recognize personal biases and stereotypes (PD:007) (PQ)
Demonstrate ethical work habits (PD:008, HR LAP 33) (PQ)
Demonstrate orderly and systematic behavior (PD:009, HR LAP 4) (PQ)
Demonstrate initiative (PD:010, HR LAP 14) (PQ)
Demonstrate self-control (PD:011, HR LAP 18) (PQ)

Self-Development

Assess personal interests and skills needed for success in business (PD:013, HR
LAP 2) (PQ)
Explain the concept of self-esteem (PD:014, HR LAP 12) (PQ)

Use feedback for personal growth (PD:015, HR LAP 3) (PQ)

Adjust to change (PD:016, HR LAP 8) (PQ)

Make decisions (PD:017) (CS)

Set personal goals (PD:018, HR LAP 6) (CS)

Career Planning

Analyze employer expectations in the business environment (PD:020) (PQ)
Explain the rights of workers (PD:021) (PQ)

Identify sources of career information (PD:022) (CS)

Identify tentative occupational interest (PD:023) (CS)

Explain employment opportunities in marketing (PD:024, CD LAP 2) (CS)
Explain employment opportunities in business (PD:025) (CS)

Job-Seeking Skills

Utilize job-search strategies (PD:026) (PQ)

Complete a job application (PD:027) (PQ)

Interview for a job (PD:028) (PQ)

Write a follow-up letter after job interviews (PD:029) (CS)
Write a letter of application (PD:030) (CS)

Prepare a résumé (PD:031) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PROFESSIONAL DEVELOPMENT

Continuing Development

Describe techniques for obtaining work experience (e.g., volunteer activities,
internships) (PD:032) (PQ)

Explain the need for ongoing education as a worker (PD:033) (PQ)

Explain possible advancement patterns for jobs (PD:034) (PQ)

BUSINESS, MANAGEMENT, AND ENTREPRENEURSHIP

Business Fundamentals

Explain the role of business in society (BA:001, MB LAP 6) (CS)
Describe types of business activities (BA:002, MB LAP 10) (CS)
Explain marketing and its importance in a global economy (BA:003,
MB LAP 1) (CS)
Describe marketing functions and related activities (BA:004, MB LAP 2)
(CS)
Explain the nature and scope of purchasing (BA:005) (CS)
Explain the concept of production (BA:013, MB LAP 11) (CS)
Explain the concept of accounting (BA:014, MB LAP 9) (CS)
Explain the concept of management (BA:022, MB LAP 8) (CS)
Explain types of business ownership (BA:028, MB LAP 7) (CS)

Technological Tools

Identify ways that technology impacts business (BA:030) (CS)
Demonstrate basic word-processing skills (BA:031) (CS)
Demonstrate basic presentation software skills (BA:032) (CS)
Demonstrate basic database skills (BA:033) (CS)
Demonstrate basic spreadsheet skills (BA:034) (CS)
Demonstrate basic search skills on the Web (BA:035) (CS)

Business Risks

Explain types of business risk (BA:036) (CS)

Describe the concept of insurance (BA:038) (CS)

Explain routine security precautions (BA:041, RM LAP 4) (CS)

Follow safety precautions (BA:046, RM LAP 2) (CS)
Explain procedures for handling accidents (BA:047, RM LAP 3) (CS)
Explain procedures for dealing with workplace threats (BA:048) (CS)

Leading

Orient new employees (MN:078) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

DISTRIBUTION

Nature and Scope

Explain the nature and scope of distribution (DS:001, DS LAP 1) (CS)
Explain the nature of channels of distribution (DS:055, MB LAP 3) (CS)
Describe the use of technology in the distribution function (DS:054) (CS)

Order Fulfillment
Explain the relationship between customer service and distribution (DS:029)
(CS)

Prepare invoices (DS:030) (CS)
Use an information system for order fulfillment (DS:056) (CS)

Warehousing/Stock Handling

Explain the receiving process (DS:004, DS LAP 5) (CS)
Explain shipping processes (DS:057) (CS)

Explain storing considerations (DS:013) (CS)

Explain the nature of warehousing (DS:032) (CS)

FINANCING

Nature and Scope

Explain the nature and scope of financing (FI:001) (CS)

Extending Credit

Explain the purposes and importance of credit (FI:002, FI LAP 2) (CS)

MARKETING-INFORMATION MANAGEMENT

Nature and Scope

Describe the need for marketing information (IM:012) (CS)

Marketing Planning

Explain the concept of marketing strategies (IM:194, MB LAP 4) (CS)
Explain the concept of market and market identification (IM:196, MB LAP 5) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PRODUCT/SERVICE MANAGEMENT

Quality Assurances
Describe the uses of grades and standards in marketing (PM:019, PM LAP 8)

(CS)
Explain warranties and guarantees (PM:020, PP LAP 4) (CS)

PROMOTION

Nature and Scope

Explain the communication process used in promotion (PR:084) (CS)
Explain the role of promotion as a marketing function (PR:001, PR LAP 2) (CS)
Explain the types of promotion (PR:002, PR LAP 4) (CS)

SELLING

Nature and Scope

Explain the nature and scope of the selling function (SE:017, SE LAP 117) (CS)

Explain the role of customer service as a component of selling relationships
(SE:076) (CS)

Explain company selling policies (SE:932, SE LAP 121) (CS)

Product Knowledge

Acquire product information for use in selling (SE:062) (CS)

Process and Techniques

Explain the selling process (SE:048, SE LAP 126) (CS)
Establish relationship with client/customer (SE:110) (CS)
Determine customer/client needs (SE:111) (CS)
Recommend specific product (SE:114) (CS)

Support Activities

Calculate miscellaneous charges (SE:116) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

ECONOMICS

Basic Concepts

Distinguish between economic goods and services (EC:002, EC LAP 10) (CS)

Explain the concept of economic resources (EC:003, EC LAP 14) (CS)

Describe the nature of economics and economic activities (EC:001, EC LAP 6)
(CS)

Determine forms of economic utility created by marketing activities (EC:004,
EC LAP 13) (CS)

Explain the principles of supply and demand (EC:005, EC LAP 11) (CS)

Describe the concept of price (EC:006, EC LAP 12) (CS)

Economic Systems

Explain the types of economic systems (EC:007, EC LAP 17) (CS)

Determine the relationship between government and business (EC:008, EC LAP 16)
(CS)

Explain the concept of private enterprise (EC:009, EC LAP 15) (CS)
Identify factors affecting a business’s profit (EC:010, EC LAP 2) (CS)
Determine factors affecting business risk (EC:011, EC LAP 3) (CS)
Explain the concept of competition (EC:012, EC LAP 8) (CS)

Cost-Profit Relationships

Explain the concept of productivity (EC:013, EC LAP 18) (CS)
Analyze the impact of specialization/division of labor on productivity (EC:014,
EC LAP 7) (SP)
Explain the concept of organized labor and business (EC:015, EC LAP 5) (SP)
Explain the law of diminishing returns (EC:023) (SP)

Economic Indicators/Trends

Explain measures used to analyze economic conditions (EC:043) (SP)

Explain the nature of the Consumer Price Index (EC:044) (SP)

Explain the concept of Gross Domestic Product (EC:017, EC LAP 1) (SP)

Determine the impact of business cycles on business activities (EC:018,
EC LAP 9) (SP)

Describe the nature of current economic problems (EC:038) (SP)

International Concepts

Explain the nature of international trade (EC:016, EC LAP 4) (SP)
Identify the impact of cultural and social environments on world trade (EC:045)
(SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

COMMUNICATION AND INTERPERSONAL SKILLS

Fundamentals of Communication

Reinforce service orientation through communication (C0:018) (CS)
Handle telephone calls in a businesslike manner (CO:114) (CS)
Persuade others (C0:024) (SP)
Make oral presentations (CO:025) (SP)
Explain the nature of written communications (C0O:016) (CS)
Write business letters (C0O:133) (CS)
Write informational messages (C0:039) (CS)
Write inquiries (C0O:040) (CS)
Write persuasive messages (C0:031) (SP)
Prepare simple written reports (C0:094) (SP)
Use communications technologies/systems (e.g., e-mail, faxes, voice mail, cell
phones, etc.) (C0O:041)(CS)

Staff Communications

Explain the nature of staff communication (CO:014) (CS)
Explain the use of inter-departmental/company communications (CO:011)
(CS)

Ethics in Communication

Describe ethical considerations in providing information (CO:043) (SP)

Group Working Relationships

Develop cultural sensitivity (1S:002) (CS)
Foster positive working relationships (1S:003, HR LAPs 1,9) (CS)
Participate as a team member (1S:004) (CS)

Customer Relationships

Explain the nature of positive customer/client relations (1S:005) (CS)
Demonstrate a customer-service mindset (1S:006, HR LAP 32) (CS)
Handle customer inquiries (1S:007) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

COMMUNICATION AND INTERPERSONAL SKILLS

Dealing with Conflict

Demonstrate negotiation skills (1S:012) (SP)
Handle difficult customers (1S:013, HR LAP 21) CS)
Interpret business policies to customers/clients (1S:014, HR LAP 25) (CS)
Handle customer/client complaints (1S:015, HR LAP 23) (CS)
Handle situations when the customer is at fault (1S:016) (CS)
Explain the nature of organizational change (1S:017) (SP)
Describe the nature of organizational conflict (1S:018) (SP)
Explain the nature of stress management (1S:019) (SP)

PROFESSIONAL DEVELOPMENT

Self-Understanding

Demonstrate appropriate creativity (PD:012, HR LAP 15) (SP)

Self-Development

Make decisions (PD:017) (CS)
Set personal goals (PD:018, HR LAP 6) (CS)
Use time-management principles (PD:019, HR LAP 22) (SP)

Career Planning

Identify sources of career information (PD:022) (CS)

Identify tentative occupational interest (PD:023) (CS)

Explain employment opportunities in marketing (PD:024, CD LAP 2) (CS)
Explain employment opportunities in business (PD:025) (CS)

Job-Seeking Skills

Write a follow-up letter after job interviews (PD:029) (CS)
Write a letter of application (PD:030) (CS)
Prepare a résumé (PD:031) (CS)

Continuing Development

Identify skills needed to enhance career progression (PD:035) (SP)

Utilize resources that can contribute to professional development (e.g., trade
journals/periodicals, professional/trade associations, classes/seminars, trade

shows, and mentors) (PD:036) (SP)
Use networking techniques for professional growth (PD:037) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

BUSINESS, MANAGEMENT, AND ENTREPRENEURSHIP

Business Fundamentals

Explain the role of business in society (BA:001, MB LAP 6) (CS)
Describe types of business activities (BA:002, MB LAP 10) (CS)
Explain marketing and its importance in a global economy (BA:003,
MB LAP 1) (CS)
Describe marketing functions and related activities (BA:004, MB LAP 2)
(CS)
Explain the nature and scope of purchasing (BA:005) (CS)
Explain company buying/purchasing policies (BA:006) (SP)
Explain the nature of the buying process (BA:007) (SP)
Explain the nature of buyer reputation/vendor relationships (BA:008)
(SP)
Conduct vendor search (BA:009) (SP)
Explain the concept of production (BA:013, MB LAP 11) (CS)
Explain the concept of accounting (BA:014, MB LAP 9) (CS)
Calculate net sales (BA:015) (SP)
Describe the nature of cash flow statements (BA:016, MN LAP 60) (SP)
Explain the nature of balance sheets (BA:018) (SP)
Describe the nature of profit-and-loss statements (BA:020, MN LAP 61)
(SP)
Explain the concept of management (BA:022, MB LAP 8) (CS)
Describe the nature of business records (BA:023, MN LAP 58) (SP)
Describe the nature of budgets (BA:024, MN LAP 59) (SP)
Describe crucial elements of a quality culture (BA:025) (SP)
Explain types of business ownership (BA:028, MB LAP 7) (CS)
Describe current business trends (BA:029) (SP)

Technological Tools

Identify ways that technology impacts business (BA:030) (CS)
Demonstrate basic word-processing skills (BA:031) (CS)
Demonstrate basic presentation software skills (BA:032) (CS)
Demonstrate basic database skills (BA:033) (CS)
Demonstrate basic spreadsheet skills (BA:034) (CS)
Demonstrate basic search skills on the Web (BA:035) (CS)

Business Risks

Explain types of business risk (BA:036) (CS)

Describe the concept of insurance (BA:038) (CS)

Explain routine security precautions (BA:041, RM LAP 4) (CS)

Follow safety precautions (BA:046, RM LAP 2) (CS)
Explain procedures for handling accidents (BA:047, RM LAP 3) (CS)
Explain procedures for dealing with workplace threats (BA:048) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

BUSINESS, MANAGEMENT, AND ENTREPRENEURSHIP

Business Regulation

Describe legal issues affecting businesses (BA:053) (SP)
Describe the nature of legally binding contracts (BA:054) (SP)

Organizing

Develop project plan (MN:153) (SP)

Leading

Orient new employees (MN:078) (CS)

Controlling

Explain the nature of overhead/operating costs (MN:081) (SP)
Explain employee's role in expense control (MN:016, MN LAP 57) (SP)
Describe the nature of managerial control (control process, types of control, what
is controlled) (MN:135) (SP)
Identify routine activities for maintaining business facilities and equipment
(MN:157) (SP)

DISTRIBUTION

Nature and Scope

Explain the nature and scope of distribution (DS:001, DS LAP 1) (CS)
Explain the nature of channels of distribution (DS:055, MB LAP 3) (CS)
Describe the use of technology in the distribution function (DS:054) (CS)
Explain legal considerations in distribution (DS:058) (SP)

Describe ethical considerations in distribution (DS:059) (SP)

Order Fulfillment

Explain the relationship between customer service and distribution (DS:029) (CS)
Prepare invoices (DS:030) (CS)
Use an information system for order fulfillment (DS:056) (CS)

Warehousing/Stock Handling

Explain the receiving process (DS:004, DS LAP 5) (CS)
Explain shipping processes (DS:057) (CS)

Explain storing considerations (DS:013) (CS)

Explain the nature of warehousing (DS:032) (CS)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

DISTRIBUTION

Management of Distribution

Coordinate distribution with other marketing activities (DS:048) (SP)
Explain the nature of channel-member relationships (DS:049) (SP)

FINANCING

Nature and Scope

Explain the nature and scope of financing (FI:001) (CS)
Describe the use of technology in the financing function (FI:038) (SP)

Extending Credit

Explain the purposes and importance of credit (FI:002, FI LAP 2) (CS)

MARKETING-INFORMATION MANAGEMENT

Nature and Scope

Describe the need for marketing information (IM:012) (CS)

Explain the nature and scope of the marketing-information management function
(IM:001, IM LAP 2) (SP)

Explain the role of ethics in marketing-information management (IM:025) (SP)

Describe the use of technology in the marketing-information management
function (IM:183) (SP)

Information Gathering

Identify information monitored for marketing decision making (IM:184) (SP)
Describe sources of secondary data (IM:011) (SP)
Search the Internet for marketing information (IM:185) (SP)
Monitor internal records for marketing information (IM:186) (SP)
Collect marketing information from others (e.g., customers, staff,
vendors) (IM:187) (SP)
Conduct an environmental scan to obtain marketing information
(IM:188) (SP)
Explain the nature of marketing research in a marketing-information management
system (IM:010, IM LAP 5) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

MARKETING-INFORMATION MANAGEMENT

Information Processing

Describe techniques for processing marketing information (IM:062) (SP)
Explain the use of databases in organizing marketing data (IM:063) (SP)
Design a database for retrieval of information (IM:189) (SP)
Use database for information analysis (IM:190) (SP)
Interpret descriptive statistics for marketing decision making (IM:191) (SP)

Information Reporting

Write marketing reports (IM:192) (SP)
Present report findings and recommendations (IM:193) (SP)

Marketing Planning

Explain the concept of marketing strategies (IM:194, MB LAP 4) (CS)
Explain the concept of market and market identification (IM:196, MB LAP 5) (CS)
Explain the nature of marketing plans (IM:197) (SP)
Explain the role of situational analysis in the marketing-planning process
(IM:140) (SP)
Explain the nature of sales forecasts (IM:003, IM LAP 3) (SP)

PRICING

Nature and Scope

Explain the nature and scope of the pricing function (P1:001, PI LAP 2) (SP)
Describe the role of business ethics in pricing (P1:015) (SP)

Explain the use of technology in the pricing function (P1:016) (SP)

Explain legal considerations for pricing (P1:017) (SP)

Determining Prices

Explain factors affecting pricing decisions (P1:002, PI LAP 3) (SP)
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Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PRODUCT/SERVICE MANAGEMENT

Nature and Scope

Explain the nature and scope of the product/service management function
(PM:001, PP LAP 5) (SP)

Identify the impact of product life cycles on marketing decisions (PM:024) (SP)

Describe the use of technology in the product/service management function
(PM:039) (SP)

Explain business ethics in product/service management (PM:040) (SP)

Quality Assurances

Describe the uses of grades and standards in marketing (PM:019, PM LAP 8)
(CS)

Explain warranties and guarantees (PM:020, PP LAP 4) (CS)

Identify consumer protection provisions of appropriate agencies (PM:017,
PP LAP 7) (SP)

Product Mix

Explain the concept of product mix (PM:003, PP LAP 3) (SP)
Describe the nature of product bundling (PM:041) (SP)

Positioning

Describe factors used by marketers to position products/businesses (PM:042)
(SP)
Explain the nature of branding (PM:021, PP LAP 6) (SP)

PROMOTION

Nature and Scope

Explain the communication process used in promotion (PR:084) (CS)

Explain the role of promotion as a marketing function (PR:001, PR LAP 2) (CS)
Explain the types of promotion (PR:002, PR LAP 4) (CS)

Identify the elements of the promotional mix (PR:003, PR LAP 1) (SP)
Describe the use of business ethics in promotion (PR:099) (SP)

Describe the use of technology in the promotion function (PR:100) (SP)
Describe the regulation of promotion (PR:101) (SP)
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Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

Topic

Performance
Indicators

PROMOTION

Advertising

Explain the types of advertising media (PR:007, PR LAP 3) (SP)
Explain components of advertisements (PR:014, PR LAP 7) (SP)
Write promotional messages that appeal to targeted markets (PR:016,
PR LAP 9) (SP)
Explain the nature of direct advertising strategies (PR:089) (SP)
Describe considerations in using databases in advertising (PR:091) (SP)
Create web site (PR:102) (SP)
Calculate media costs (PR:009, PR LAP 6) (SP)

Publicity/Public Relations

Write a news release (PR:057, PR LAP 10) (SP)

Management of Promotion

Explain the nature of a promotional plan (PR:073) (SP)
Coordinate activities in the promotional mix (PR:076) (SP)

SELLING

Nature and Scope

Explain the nature and scope of the selling function (SE:017, SE LAP 117) (CS)
Explain the role of customer service as a component of selling relationships
(SE:076) (CS)
Explain key factors in building a clientele (SE:828, SE LAP 115) (SP)
Explain company selling policies (SE:932, SE LAP 121) (CS)
Explain business ethics in selling (SE:106) (SP)
Describe the use of technology in the selling function (SE:107) (SP)
Describe the nature of selling regulations (SE:108) (SP)

Product Knowledge

Acquire product information for use in selling (SE:062) (CS)
Analyze product information to identify product features and benefits
(SE:109) (SP)
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SELLING
Topic Process and Techniques
Performance Explain the selling process (SE:048, SE LAP 126) (CS)
Indicators Prepare for the sales presentation (SE:067) (SP)

Establish relationship with client/customer (SE:110) (CS)
Address needs of individual personalities (SE:810, SE LAP 112) (SP)
Determine customer/client needs (SE:111) (CS)
Identify customer’s buying motives for use in selling (SE:883, SE LAPs
102,109) (SP)
Facilitate customer buying decisions (SE:811, SE LAP 108) (SP)
Differentiate between consumer and organizational buying behavior
(SE:112) (SP)
Assess customer/client needs (SE:113) (SP)
Recommend specific product (SE:114) (CS)
Demonstrate product (SE:893, SE LAP 103) (SP)
Prescribe solution to customer needs (SE:115) (SP)
Convert customer/client objections into selling points (SE:874,
SE LAP 100) (SP)
Close the sale (SE:895, SE LAP 107) (SP)
Demonstrate suggestion selling (SE:875, SE LAP 110) (SP)
Sell good/service/idea to individuals (SE:046) (SP)
Sell good/servicel/idea to groups (SE:073) (SP)
Plan follow-up strategies for use in selling (SE:057, SE LAP 119) (SP)

Topic Support Activities
Performance Calculate miscellaneous charges (SE:116) (CS)
Indicators Process sales documentation (SE:117) (SP)

Prospect for customers (SE:001, SE LAP 116) (SP)
Write sales letters (SE:118) (SP)
Create a presentation software package to support sales presentation (SE:119)

(SP)
Topic Management of Selling Activities
Performance Plan strategies for meeting sales quotas (SE:864, SE LAP 118) (SP)

Indicators
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Topic Basic Concepts

Performance | Distinguish between economic goods and services (EC:002)
Indicator

Level Career-sustaining
SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12
Objectives a. Define the following terms: want, economic want, noneconomic want,

goods, services, consumer goods, and industrial goods.

b. Distinguish between economic and noneconomic wants.

c. ldentify the characteristics of goods.

d. ldentify the characteristics of services.

e. Distinguish between consumer and industrial goods and services.

f. Classify consumer goods.

g. Classify industrial goods.

h. Explain why consumers cannot have everything that they want.

i. Explain how consumers affect the decision of what goods and services

will be produced.

Sample Select five products from a local business, and classify each product on the
Activities basis of its type of consumer or industrial good. Discuss your classifications

with the class.

Given a handout containing a list of consumer and industrial goods, classify
them by their specific type of consumer or industrial good. Discuss your
responses with the class.

Generate a list of industrial products, and classify them as materials,
installations, equipment, or supplies. Make a chart of the items, and share it
with the class.

Resources
LAP Marketing Education Resource Center (1996). Goods and services
[Economics LAP 10]. Columbus, OH: Author.
Marketing Education Resource Center (1998). Goods and services: Instructor
copy [Economics LAP 10]. Columbus, OH: Author.
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Textbooks

Workbooks/
Manuals

Video

Software/
Online

Churchill, G.A., Jr., & Peter, J.P. (1995). Marketing: Creating value for
customers (pp. 321-325, 384-390). Burr Ridge, IL: Irwin.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 19-21). New
York: Glencoe/McGraw-Hill.

Evans, J.R., & Berman, B. (1997). Marketing (7th ed.) [pp. 302-307, 328-339].
Upper Saddle River, NJ: Prentice Hall.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 54-55, 254-255, 257, 277-278]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [p. 3]. Mission Hills, CA: Glencoe/McGraw-Hill.

Kotler, P., & Armstrong, G. (1997). Marketing: An introduction (4th ed.)
[pp. 4-7, 239-243, 265-266]. Upper Saddle River, NJ: Prentice Hall.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 5, 113-116, 253-261]. New York:
Glencoe/ Macmillan/McGraw-Hill.

Perreault, W.D., Jr., & McCarthy, E.J. (1997). Essentials of marketing: A
global-managerial approach (7th ed.) [pp. 198-201, 202-209]. Chicago:
Irwin.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy
(pp. 78-79). Cincinnati: South-Western.

United Learning (Producer). [1996]. Needs and wants: Economic series
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

Curriculum and Instructional Materials Center (Producer). [1999]. Employee
survival skills: Economics [Economics LAP 10: Presentation Software].
Marketing Education Resource Center (Distributor).

Dow Jones & Company (No date). Wall Street Journal Classroom Edition
[Online]. Available: http://info.wsj.com/classroom/ [2000, June 5].

EconomicsAmerica (No date). EconEdLink [Online]. Available:
http://www.economicsamerica.org/econedlink/index.html [2000, June 5].

Federal Reserve Bank of Minneapolis (No date). Economic education
[Online]. Available: http://woodrow.mpls.frb.fed.us/econed/ index.htmi
[2000, June 5].

Marketing Education Resource Center (1999). Goods and services
[Economics LAP 10: CD-ROM]. Columbus, OH: Author.

Marketing Education Resource Center (1999). Goods and services
[Economics LAP 10: Presentation Software]. Columbus, OH: Author.

Rogers, A.F. (No date). Introduction to business [Online]. Available:
http://ericir.syr.edu/Virtual/Lessons/Voc_Ed/Business/BUS0002.html
[2000, June 5].

Sosin, K. (No date). ECEdWeb [Online]. Available:
http://ecedweb.unomaha.edu/teach.htm [2000, June 5].
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
LAP

Textbooks

Basic Concepts

Explain the concept of economic resources (EC:003)

Career-sustaining
Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12

a. Define the following terms: economic resources, natural resources,
capital goods, human resources, and factors of production.

List reasons that economic resources are important for business.
Explain why natural resources are limited.

Describe ways that businesses respond to limited natural resources.
Explain why human resources are limited.

Describe ways that businesses respond to limited human resources.
Explain why capital goods are limited.

Describe ways that businesses respond to limited capital goods.

S@mpaooT

Make a list of the capital goods used by the business for which you work.
Compare your list with that of others in the class. Discuss how the business
would be affected if one or more of the capital goods were eliminated.

Analyze an in-school enterprise to identify three examples each of capital
goods, human resources, and natural resources used in the business.
Compare your examples with those identified by your classmates.

Interview a business owner to find out what factors influence the allocation of
its resources. Write a one-page paper about your findings.

Marketing Education Resource Center (1996). Economic resources
[Economics LAP 14]. Columbus, OH: Author.

Marketing Education Resource Center (1996). Economic resources: Instructor
copy [Economics LAP 14]. Columbus, OH: Author.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 293-294].
Cincinnati: South-Western.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 30-31,
360). Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 56-59]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [pp. 45-46]. Mission Hills, CA: Glencoe/McGraw-Hill.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [p. 6]. Colorado
Springs: Author.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 17-18, 29-30]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 10-11). New York:
Glencoe/Macmillan/McGraw-Hill.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (p. 23). Burr Ridge, IL:
Irwin.
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Workbooks/ Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy

Manuals (pp. 79-80). Cincinnati: South-Western.
Software/ Marketing Education Resource Center (1999). Economic resources
Online [Economics LAP 14: Presentation Software]. Columbus, OH: Author.
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Topic Basic Concepts

Performance | Describe the nature of economics and economic activities (EC:001)
Indicator

Level Career-sustaining
SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12
Objectives a. Define the following terms: economics, scarcity, economizing, opportunity

cost, trade-offs, consumption, consumer, production, producer,
exchange, and distribution.

b. Explain why wants are considered unlimited.

c. Discuss why scarcity exists.

d. Describe the three economic questions that all societies must answer.

e. Explain the importance of decision making in economics.

f. Describe four economic activities.

g. Discuss three factors that affect the value of money payments in a market

economy.

Sample Ask five people to explain what economics means to them. Record their
Activities responses. Compare and contrast your findings. Write a one-page paper

explaining the similarities and differences identified.

Make a list of the economic activities in which you engage in one day.
Classify the activities as consumption, production, exchange, or distribution.
Discuss your responses with the class.

Imagine that you are confronted with the following scenario: buying brand A of
clothing rather than brand B, playing basketball rather than studying for an
exam, or working part-time while in high school rather than being a full-time
student. Identify possible consequences of each decision, the duration of the
consequences, and the actual opportunity cost of each. Share your ideas with
the class.

Resources
LAP Marketing Education Resource Center (1998). Economics: [Economics LAP
6]. Columbus, OH: Author.
Marketing Education Resource Center (1996). Economics: Instructor copy
[Economics LAP 6]. Columbus, OH: Author.

Copyright © 2000, Marketing Education Resource Center, Columbus, OH



Planning Guide

Economic Foundations Page 48

Textbooks

Workbooks/
Manuals

Video

Software/
Online

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [p. 293]. Cincinnati:
South-Western.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 7-9, 10-12,
14-16). New York: Glencoe/McGraw-Hill.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 24-26).
Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [p. 54]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [pp. 45, 47]. Mission Hills, CA: Glencoe/McGraw-Hill.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 18-19]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 8-9, 13-15, 30-31).
New York: Glencoe/Macmillan/McGraw-Hill.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 8, 23). Burr Ridge, IL:
Irwin.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy (pp. 78,
80-81, 83). Cincinnati: South-Western.

United Learning (Producer). [1997]. Fundamental economic concepts
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

Curriculum and Instructional Materials Center (Producer). [1999]. Employee
survival skills: Economics [Economics LAP 6: Presentation Software].
Marketing Education Resource Center (Distributor).

Dow Jones & Company (No date). Wall Street Journal Classroom Edition
[Online]. Available: http://info.wsj.com/classroom/ [2000, June 5].

EconomicsAmerica (No date). EconEdLink [Online]. Available:
http://www.economicsamerica.org/econedlink/index.html [2000, May 23].

Federal Reserve Bank of Minneapolis (No date). Economic education
[Online]. Available: http://woodrow.mpls.frb.fed.us/econed/index.htmi
[2000, June 5].
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
LAP

Basic Concepts

Determine forms of economic utility created by marketing activities (EC:004)

Career-sustaining
Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12

a. Define the following terms: utility, form utility, place utility, time utility, and
possession utility.

b. Identify ways in which a product’s utility can vary.

c. Cite an example of each type of utility.

d. Describe how marketing affects each type of utility.

Generate a wish list of goods and services desired by class members. Select
three of these products, and write a report about how the business that sells
the items creates form, time, place, and possession utilities.

Give examples of goods and services that have utility for each of the following
groups:

Pediatricians

National Football League players

Olympic ice skaters

Babies

Teenage girls

New-car owners

g. Small-business owners

~poooTw

Identify products that are sold by a business, and explain how or in what ways
the four types of utility are created for products. Discuss your responses with
the class.

Marketing Education Resource Center (1999). Utility [Economics LAP 13].
Columbus, OH: Author.

Marketing Education Resource Center (1999). Utility: Instructor copy
[Economics LAP 13]. Columbus, OH: Author.
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Textbooks

Video

Software/
Online

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp. 107-109). Cincinnati: South-Western.

Clayton, G.E. (1995). Economics: Principles and practices (p. 22). New York:
Glencoe/McGraw-Hill.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [p. 55]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2nd
ed.) [pp. 7-9]. Mission Hills, CA: Glencoe/McGraw-Hill.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 42-44]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 177, 282, 284). New
York: Glencoe/Macmillan/McGraw-Hill.

Perreault, W.D., & McCarthy, E.J. (1997). Essentials of marketing: A global-
managerial approach (7th ed.) [pp. 5-6]. Chicago: Irwin.

Wisner, B. (1996). Applied marketing (pp. 6-8). Upper Saddle River, NJ:
Prentice Hall.

United Learning (Producer). [1996]. Needs and wants: Economic series
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

Curriculum and Instructional Materials Center (Producer). [1999]. Employee
survival skills: Economics [Economics LAP 13: Presentation Software].
Marketing Education Resource Center (Distributor).

Dow Jones & Company (No date). Wall Street Journal Classroom Edition
[Online]. Available: http://info.wsj.com/classroom/ [2000, June 5].

Federal Reserve Bank of Minneapolis (No date). Economic education
[Online]. Available: http://woodrow.mpls.frb.fed.us/econed/ index.html
[2000, June 5].

Sosin, K. (No date). ECEdWeb [Online]. Available:
http://ecedweb.unomaha.edu/teach.htm [2000, June 5].

Sosin, K. (No date). Explorations in economic demand, part | [Online].
Available: http://ecedweb.unomaha.edu/Dem_Sup/demand.htm [2000,
June 5].

W.W. Norton College Books (No date). Economics [Online]. Available:
http://www.wwnorton.com/college/welcome.htm [2000, June 5].

Yahoo! Inc. (No date). Yahoo! Social sciences and economics sections
[Online]. Available: http://www.yahoo.com/Social_Science/Economics
[2000, June 5].
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Topic Basic Concepts
Performance | Explain the principles of supply and demand (EC:005)
Indicator
Level Career-sustaining
SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12
Objectives a. Define the following terms: demand, law of demand, supply, law of
supply, law of supply and demand, buyer's market, seller's market,
elasticity, elastic demand, and inelastic demand.
b. List the conditions required for demand to exist.
c. Describe how the law of supply and demand affects businesses.
d. ldentify factors that affect elasticity.
e. Explain the importance of understanding elasticity.
f. Describe factors that affect demand.
g. Describe factors that affect supply.
Sample Analyze the following situation to determine whether the national soft-drink
Activities company should move forward with its plan. Write a paragraph defending
your position.
A national soft-drink bottling company plans to update vending machines
so that the price that consumers are charged for soft drinks varies based
on demand.
Participate in a teacher-conducted auction of a soft drink, and discuss how
the desire for a soda decreased as the availability of the soda increased.
Research the impact of adverse weather on the production of agricultural
products and the construction of homes. Explain how the resulting changes in
supply will affect the demand for the products.
Think about what might happen to the demand for oil if electric cars become
less expensive to manufacture and to operate. Some notable improvements
in electric cars are more passenger room, more luggage space, greater
range, and better acceleration. Write a paragraph explaining the relationship
between improvements in electric cars and oil prices.
Resources
LAP Marketing Education Resource Center (1998). Supply and demand
[Economics LAP 11]. Columbus, OH: Author.
Marketing Education Resource Center (1998). Supply and demand: Instructor
copy [Economics LAP 11]. Columbus, OH: Author.
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Textbooks

Software/
Online

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp. 93-96). Cincinnati: South-Western.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 27-28).
Cincinnati: South-Western.

Evans, J.R., & Berman, B. (1997). Marketing (7th ed.) [pp. 591-594]. Upper
Saddle River, NJ: Prentice Hall.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 63-65]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2nd
ed.) [pp. 40, 383-385]. Mission Hills, CA: Glencoe/McGraw-Hill.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 24-25, 276-278]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 176-195). New York:
Glencoe/Macmillan/McGraw-Hill.

Perreault, W.D., Jr., & McCarthy, E.J. (1997). Essentials of marketing: A
global-managerial approach (7th ed.) [pp. 52-59]. Chicago: Irwin.

Wisner, B. (1996). Applied marketing (pp. 272-287). Upper Saddle River, NJ:
Prentice Hall.

Curriculum and Instructional Materials Center (Producer). [1999]. Employee
survival skills: Economics [Economics LAP 11: Presentation Software].
Marketing Education Resource Center (Distributor).

Dow Jones & Company (No date). Wall Street Journal Classroom Edition
[Online]. Available: http://info.wsj.com/classroom/ [2000, June 5].

EconomicsAmerica (No date). EconEdLink [Online]. Available:
http://www.economicsamerica.org/econedlink/index.html [2000, June 5].

EconomicsAmerica (No date). EconOnline: Lesson 1: Exploration [Online].
Available: http://www.economicsamerica.org/econedlink/
newsline/teacher/newsline_internet_lessons.txt [2000, June 5].

EconomicsAmerica (No date). EconOnline: Lesson 2: Application [Online].
Available: http://www.economicsamerica.org/econedlink/
newsline/teacher/newsline_internet_lessons.txt [2000, June 5].

EconomicsAmerica (No date). EconOnline: Lesson 2: Exploration [Online].
Available: http://www.economicsamerica.org/econedlink/
newsline/teacher/newsline_internet_lessons.txt [2000, June 5].

EconomicsAmerica (No date). EconOnline: Lesson 2: Invention [Online].
Available: http://www.economicsamerica.org/econedlink/
newsline/teacher/newsline_internet_lessons.txt [2000, June 5].

Federal Reserve Bank of Minneapolis (No date). Economic education
[Online]. Available: http://woodrow.mpls.frb.fed.us/econed/ index.html
[2000, June 5].

Marketing Education Resource Center (1999). Supply and demand
[Economics LAP 11: CD-ROM]. Columbus, OH: Author.

Marketing Education Resource Center (1999). Supply and demand
[Economics LAP 11: Presentation Software]. Columbus, OH: Author.

Sosin, K. (No date). ECEdWeb [Online]. Available:
http://ecedweb.unomaha.edu/teach.htm [2000, June 5].

W.W. Norton College Books (No date). Economics [Online]. Available:
http://www.wwnorton.com/college/welcome.htm [2000, June 5].

Yahoo! Inc. (No date). Yahoo! Social sciences and economics sections
[Online]. Available: http://www.yahoo.com/Social_Science/Economics
[2000, June 5].
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
LAP

Basic Concepts

Describe the concept of price (EC:006)

Career-sustaining
Information 7;Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12

a. Define the following terms: price, relative prices, incentives, rationing,
equilibrium price, excess supply, excess demand, and market price.

b. Explain the importance of price in business.

c. Explain the significance of relative prices to businesses and to
consumers.

d. Discuss the relationship of relative prices to the three economic

questions.

Describe the functions of relative prices.

Explain how prices are determined.

Explain how producers respond to excess supply.

Explain how producers respond to excess demand.

Sae ™o

Conduct a survey of 50 students to determine at what price they would buy
the latest popular CD. Prepare a demand schedule using the results of the
survey. Determine what you can conclude from the survey about the
relationship between the demand for a product and its market price. Write an
explanation of your conclusions, and submit it to your teacher.

Select one staple item and one fad item that might be purchased by someone
in your age group. Determine the current selling price for each item. Develop
a graph showing price increases and decreases over a specific percentage
range for each product (e.g., -25%, -50%, -75%, -100%, +25%, +50%, +75%,
+100%). Survey at least 10 teens in the target age group to determine the
quantities they would be willing to buy at the various prices. Chart the results.
Present the results to the class, and draw conclusions based on the results.

Given a series of business situations involving changes in price, predict
whether the supply and demand will increase, decrease, or remain the same.

Develop a paired list of familiar consumer products that have similar uses.
One item in each pair should clearly have a higher price than the product with
which it is paired (e.g., steak and hamburger). Explain the higher price of the
item in each pair in terms of supply relative to the other product in the pair.

Marketing Education Resource Center (1999). Price [Economics LAP 12].
Columbus, OH: Author.

Marketing Education Resource Center (1999). Price: Instructor copy
[Economics LAP 12]. Columbus, OH: Author.
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Textbooks

Workbooks/
Manuals

Software/
Online

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp. 96-98, 486-487). Cincinnati: South-Western.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 128-132,
134-138). New York: Glencoe/McGraw-Hill.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (p. 28).
Cincinnati: South-Western.

Evans, J.R., & Berman, B. (1997). Marketing (7th ed.) [pp. 586-587]. Upper
Saddle River, NJ: Prentice Hall.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 63-65, 253]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2nd ed.) [pp. 40-41, 379-387]. Mission Hills, CA: Glencoe/McGraw-Hill.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [pp. 26, 32-34].
Colorado Springs: Author.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 269-279]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 196-200). New York:
Glencoe/Macmillan/McGraw-Hill.

Wisner, B. (1996). Applied marketing (pp. 270-272). Upper Saddle River, NJ:
Prentice Hall.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy
(p. 206). Cincinnati: South-Western.

Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,
business basics and economics [Economics LAP 12: Presentation
Software]. Marketing Education Resource Center (Distributor).

Dow Jones & Company (No date). Wall Street Journal Classroom Edition
[Online]. Available: http://info.wsj.com/classroom/ [2000, June 5].

EconomicsAmerica (1995). Virtual economics: Unit 2: Lesson 7: The market
never stands still [CD-ROM]. Lincoln, NE: Author.

EconomicsAmerica (No date). EconEdLink [Online]. Available:
http://www.economicsamerica.org/econedlink/index.html [2000, June 5].

Federal Reserve Bank of Minneapolis (No date). Economic education
[Online]. Available: http://woodrow.mpls.frb.fed.us/econed/ index.html
[2000, June 5].

Sosin, K. (No date). ECEdWeb [Online]. Available:
http://ecedweb.unomaha.edu/teach.htm [2000, June 5].

W.W. Norton College Books (No date). Economics [Online]. Available:
http://www.wwnorton.com/college/welcome.htm [2000, June 5].

Yahoo! Inc. (No date). Yahoo! social sciences and economics sections
[Online]. Available: http://www.yahoo.com/Social_Science/Economics
[2000, June 5].
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
LAP

Economic Systems

Explain the types of economic systems (EC:007)

Career-sustaining
Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12

a. Define the following terms: economic system, traditional economic
system, command economic system, communism, socialism, and market
economic system.

Explain why economic systems are needed.

Describe the characteristics of traditional economic systems.
Describe the characteristics of communism.

Describe the characteristics of socialism.

Describe the characteristics of a market economic system.
Explain how each type of economic system addresses the three
economic questions.

Describe the strengths and weaknesses of traditional economies.
Describe the strengths and weaknesses of communist command
economies.

T @meaooT

j- Describe the strengths and weaknesses of socialist command

economies.
k. Describe the strengths and weaknesses of market economies.

Identify a country that is currently making news headlines. Determine what
that country’s type of economic system is and how the country answers the
three economic questions. Discuss your findings with a small group of
students who selected the same country. As a group, prepare a visual
depicting the group’s findings.

Conduct library research or an Internet search to obtain information about
economic systems. Write a brief paper identifying countries currently
associated with each of the types of economic systems. Analyze their
strengths and weaknesses. Present your findings to the class.

Conduct an Internet search to compare and contrast wage and price
determination in Russia before and after the demise of the Soviet Union.

Marketing Education Resource Center (1997). Economic systems [Economics
LAP 17]. Columbus, OH: Author.

Marketing Education Resource Center (1997). Economic systems: Instructor
copy [Economics LAP 17]. Columbus, OH: Author.
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Textbooks

Workbooks/
Manuals

Video

Software/
Online

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 295-296].
Cincinnati: South-Western.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 31-33).
Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 57-61]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2nd
ed.) [pp. 47-50]. Mission Hills, CA: Glencoe/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 30, 32-35, 482-495).
New York: Glencoe/Macmillan/McGraw-Hill.

Perreault, W.D., Jr., & McCarthy, E.J. (1997). Essentials of marketing: A
global-managerial approach (7th ed.) [pp. 9-14]. Chicago: Irwin.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 23-31). Burr Ridge,
IL: Irwin.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy
(pp- 31-34). Cincinnati: South-Western.

RMI Media Productions (Producer). [1995]. Capitalism and contemporary
economics [Videocassette]. Columbus, OH: Marketing Education
Resource Center (Distributor).

RMI Media Productions (Producer). [1996]. Differences in political economies
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

Curriculum and Instructional Materials Center (Producer). [1999]. Employee
survival skills: Economics [Economics LAP 17: Presentation Software].
Marketing Education Resource Center (Distributor).

EconomicsAmerica (1995). Virtual economics: Unit 1: Lesson 6: Survival
activity [CD-ROM]. Lincoln, NE: Author.

EconomicsAmerica (1995). Virtual economics: Unit 1: Lesson 8: Rules
influence economic systems: Market, command, and traditional
economies [CD-ROM]. Lincoln, NE: Author.
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Topic Economic Systems

Performance | Determine the relationship between government and business (EC:008)
Indicator

Level Career-sustaining
SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12
Objectives a. Describe the role of government in a market economy.

b. Describe how government is involved in business.
c. Explain ways in which government regulates business.
d. Explain how the costs of government regulation are financed.

Sample Read an article in a current newspaper or magazine about government
Activities regulation of business. Answer the following questions:
a. What is the situation presented in the article?
b. What industry is involved?
c. What regulatory agency is involved and why?
d. What regulations are being violated?
e. Who is the regulatory agency protecting?
f.  How does the business/industry defend its position?
g. How does the government defend its position?
h. What is your reaction to the claims?
i.

How would you solve this situation?

Clip articles from newspapers and magazines that show current examples of
ways in which government regulates businesses. Discuss the findings.

Imagine that you want to start a small business. Find out how the government
regulates that business. Create a list of all of the regulations that you will
need to follow/adhere. Share your list with the class.

Find copies of federal or state legislation that is likely to affect the economy
(e.g., creating tax incentives for businesses or enterprise zones for depressed
areas, strengthening environmental standards, and increasing minimum
wages). Identify interest groups who are likely to favor or oppose the
legislation. Write an essay explaining what values are held by these groups
and why they favor or oppose the legislation.

Resources
LAP Marketing Education Resource Center (2001). Government and business
[Economics LAP 16]. Columbus, OH: Author.
Marketing Education Resource Center (2001). Government and business:
Instructor copy [Economics LAP 16]. Columbus, OH: Author.
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Textbooks

Video

Software/
Online

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp. 69-70, 492-495). Cincinnati: South-Western.

Churchill, G.A., Jr., & Peter, J.P. (1995). Marketing: Creating value for
customers (pp. 39-43). Burr Ridge, IL: Irwin.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 74-78).
Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 40-41, 152-160, 162-164]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [pp. 36-39]. Mission Hills, CA: Glencoe/McGraw-Hill.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 22, 24]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 244-247, 418-419,
430-431). New York: Glencoe/Macmillan/McGraw-Hill.

Perreault, W.D., Jr., & McCarthy, E.J. (1997). Essentials of marketing: A
global-managerial approach (7th ed.) [pp. 11-12, 105-107]. Chicago: Irwin.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 35, 557-568). Burr
Ridge, IL: Irwin.

RMI Media Productions (Producer). [1995]. Business law and government
regulations [Videocassette]. Columbus, OH: Marketing Education
Resource Center (Distributor).

Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,
business basics and economics [Economics LAP 16: Presentation
Software]. Marketing Education Resource Center (Distributor).
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Topic Economic Systems

Performance | Explain the concept of private enterprise (EC:009)
Indicator

Level Career-sustaining
SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12

Define the term private enterprise.

Describe the characteristics of a private enterprise system.

Discuss the advantages and disadvantages of private enterprise.
Explain the economic freedoms found in a private enterprise system.
Describe the limits to freedom in a private enterprise system.

Objectives

P20 To

Sample Brainstorm to create a list of benefits that you receive by living in a country in
Activities which private enterprise is practiced. Identify disadvantages that you have
experienced in a private enterprise system.

Participate in a small-group activity to discuss what it means to be an
American. Relate the group’s discussion to the characteristics of a private
enterprise system.

Looking at a list of disadvantages associated with the private enterprise
system, recommend ways to modify/improve those factors. Provide a
rationale for the recommendations.

Interview an entrepreneur regarding his or her motivation for going into

business. Develop a report on what you learned from the interview, and share

your findings with other students. As you exchange information, determine if

there are common themes such as the incentive for profit, personal

satisfaction, concerns about specific government regulations, or taxation.

Analyze what you have learned by responding to the following questions:

a. Did the entrepreneur own property?

b. What assurance does the person have that the property will not be
illegally taken?

c. How is the person protected from unfair competition?

d. What will happen to the person’s business if a more efficient competitor
markets the same good or service?

Resources
LAP Marketing Education Resource Center (1998). Private enterprise [Economics
LAP 15]. Columbus, OH: Author.
Marketing Education Resource Center (1998). Private enterprise: Instructor
copy [Economics LAP 15]. Columbus, OH: Author.
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Textbooks

Software/
Online

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 296-298].
Cincinnati: South-Western.

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp- 88-91). Cincinnati: South-Western.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 35-36, 39-40,
43-46). New York: Glencoe/McGraw-Hill.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (p. 32).
Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 62-66]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [pp. 31-34]. Mission Hills, CA: Glencoe/McGraw-Hill.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 19-20, 33-37]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 33-34, 38-40). New
York: Glencoe/Macmillan/McGraw-Hill.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 24-26, 28-29). Burr
Ridge, IL: Irwin.

Curriculum and Instructional Materials Center (Producer). [1999]. Employee

survival skills: Economics [Economics LAP 15: Presentation Software].
Marketing Education Resource Center (Distributor).
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
LAP

Textbooks

Economic Systems

Identify factors affecting a business’s profit (EC:010)

Career-sustaining
Information 7; Systems 15; Basic Skills 1-3, 5-6; Thinking Skills 8,12

a. Define the following terms: profit, profit motive, income, expenses, cost of
goods, operating expenses, gross profit, and net profit.

Identify reasons that people are willing to invest in businesses.

Explain how profit is calculated.

Explain the importance of profit.

Describe factors that affect profit.

Explain ways that businesses can increase profit.

g. Defend businesses’ need to make a profit.

~ooomo

Identify sources of income and expenses for a school-based enterprise or a local
business. Determine ways that the enterprise could increase its profit.

Determine how much profit is usually made by an industry of interest to you.
Find out how that industry-wide figure compares with the profit earned by
local businesses in that industry. Determine what factors have contributed to
a lower or a higher profit by the local businesses.

Write a brief paper defending businesses’ need to make a profit.

Marketing Education Resource Center (1997). Profit [Economics LAP 2].
Columbus, OH: Author.

Marketing Education Resource Center (1996). Profit: Instructor copy
[Economics LAP 2]. Columbus, OH: Author.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 45-46). New
York: Glencoe/ McGraw-Hill.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 62-63]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [pp. 31, 33, 35]. Mission Hills, CA: Glencoe/McGraw-Hill.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [pp. 11, 16-17].
Colorado Springs: Author.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 20, 271-272]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (p. 39). New York:
Glencoe/Macmillan/McGraw-Hill.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 22, 25). Burr Ridge,
IL: Irwin.
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Software/
Online

Curriculum and Instructional Materials Center (Producer). [1999]. Employee
survival skills: Economics [Economics LAP 2: Presentation Software].
Marketing Education Resource Center (Distributor).

Marketing Education Resource Center (1999). Profit [Economics LAP 2: CD-
ROM)]. Columbus, OH: Author.

Marketing Education Resource Center (1999). Profit [Economics LAP 2:
Presentation Software]. Columbus, OH: Author.
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
LAP

Economic Systems

Determine factors affecting business risk (EC:011)

Career-sustaining
Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8-9,12

a. Define the following terms: business risk, economic risks, natural risks,
human risks, pure risks, speculative risks, guarantees, and warranties.
Classify business risks.

List types of economic risks.

Identify examples of natural risks.

Identify examples of human risks.

Distinguish between pure and speculative risks.

Describe ways that businesses can prevent or control risks.

Describe ways that businesses can transfer risks.

Describe reasons that businesses retain risks.

Explain ways that businesses can avoid risks.

TTSemeaowT

Analyze a school-based enterprise or local business to identify the risks
encountered. List your findings, and discuss them with the class. Recommend
steps that could be taken to limit the enterprise’s chances of loss.

At the beginning of your teacher’s discussion of economic risks, obtain a
handout containing stories about businesses that have encountered risks.
Read the stories on the handout. As the discussion takes place, mark the
type(s) of risk identified in each of the stories. At the end of the presentation,
discuss your responses with the class.

Listen to a small-business owner’s presentation about the types of economic
risks that she or he has encountered. Find out what steps the person took to
prevent or limit the risks.

Identify the risks of starting a business in which you are interested. For each
risk, prepare a plan that would lessen the risk’s negative impact.

Marketing Education Resource Center (1996). Business risk [Economics LAP
3]. Columbus, OH: Author.

Marketing Education Resource Center (1997). Business risk: Instructor copy
[Economics LAP 3]. Columbus, OH: Author.
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Textbooks

Software/
Online

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp. 604-609). Cincinnati: South-Western.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 498-
500, 502-503). Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 18-19, 479-480, 496-498]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2nd
ed.) [pp. 33, 501-509]. Mission Hills, CA: Glencoe/McGraw-Hill.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 521-527]. New York:
Glencoe/Macmillan/McGraw-Hill.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 528, 530-532). Burr
Ridge, IL: Irwin.

Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,
business basics and economics [Economics LAP 3: Presentation
Software]. Marketing Education Resource Center (Distributor).

Marketing Education Resource Center (1999). Business risk [Economics
LAP 3: CD-ROM]. Columbus, OH: Author.

Marketing Education Resource Center (1999). Business risk [Economics
LAP 3: Presentation Software]. Columbus, OH: Author.
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Topic Economic Systems

Performance | Explain the concept of competition (EC:012)
Indicator

Level Career-sustaining
SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8,12

Objectives a. Define the following terms: competition, direct competition, indirect
competition, price competition, nonprice competition, monopoly,
oligopoly, perfect competition, and regulated monopolies.

Cite examples of direct competition.

Cite examples of indirect competition.

List examples of price competition.

List examples of nonprice competition.

Distinguish among market structures of businesses.

Describe government legislation affecting competition.

Explain ways that competition affects producers.

Describe how consumers benefit from competition.

Explain how our society benefits from competition.

Support the need for competition in a private enterprise economy.

T TSse@moaoT

Sample Analyze current (e.g., Microsoft or Wal-Mart) or historical (e.g., Standard Oil)
Activities cases in which large companies engaged in practices that eliminated or
reduced competition. Discuss what might happen to customers, to efficiency
of production, and to the price of the goods and services that are being
produced if competition is eliminated or diminished. Discuss your analysis.

Determine the direct competitors of a school-based enterprise or a local
business. Recommend ways the organization can compete effectively with
those competitors.

Clip newspaper advertisements that represent price and nonprice
competition. Label the advertisements as to the type of competition illustrated.

Categorize 10 local area businesses/industries according to their market
structure: monopoly, oligopoly, monopolistic competition, perfect competition.
Discuss your categories with the class.

Resources
LAP Marketing Education Resource Center (1996). Competition [Economics LAP
8]. Columbus, OH: Author.
Marketing Education Resource Center (1996). Competition: Instructor copy
[Economics LAP 8]. Columbus, OH: Author.
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Textbooks

Software/
Online

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp. 98-107, 172-176, 196-201). Cincinnati: South-Western.

Churchill, G.A., Jr., & Peter, J.P. (1995). Marketing: Creating value for
customers (pp. 54-58). Burr Ridge, IL: lrwin.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 152, 164,
169-171). New York: Glencoe/McGraw-Hill.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 128-
131). Cincinnati: South-Western.

Evans, J.R., & Berman, B. (1997). Marketing (7th ed.) [pp. 37-38]. Upper
Saddle River, NJ: Prentice Hall.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 65, 152-155]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [pp. 31-33]. Mission Hills, CA: Glencoe/McGraw-Hill.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [pp. 15-16,
93-96, 98-101]. Colorado Springs: Author.

Kotler, P., & Armstrong, G. (1997). Marketing: An introduction (4th ed.)

[p. 318]. Upper Saddle River, NJ: Prentice Hall.

Mason, R.E., Rath, P.M., Husted, S.W., & Lynch, R.L. (1995). Marketing
practices and principles (5th ed.) [pp. 19-20, 205, 273, 275]. New York:
Glencoe/Macmillan/McGraw-Hill.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 39-40, 232-235,
237-242). New York: Glencoe/Macmillan/McGraw-Hill.

Perreault, W.D., Jr., & McCarthy, E.J. (1997). Essentials of marketing: A
global-managerial approach (7th ed.) [pp. 60-63]. Chicago: Irwin.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (p. 34). Burr Ridge, IL:
Irwin.

Curriculum and Instructional Materials Center (Producer). [1999]. Employee

survival skills: Economics [Economics LAP 8: Presentation Software].
Marketing Education Resource Center (Distributor).
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Topic Cost/Profit Relationships

Performance | Explain the concept of productivity (EC:013)

Indicator

Level Career-sustaining

SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 8-9,12;
Personal Qualities 13

Objectives a. Define the term productivity.
b. Identify the effects of productivity on society.
c. Describe how productivity is measured.
d. Describe factors that enhance productivity.
e. Describe factors that hinder productivity.
f.  Explain ways to increase productivity.
g. Discuss the consequences of nonproductivity.

Sample Determine how your productivity could be measured in a school-based

Activities enterprise or a local business. Track your productivity for a week, trying to
increase it each day. Record the steps taken to increase productivity and the
outcome of your efforts. Determine what conclusions you could draw from
your experiences.
Participate in a small-group activity to identify factors that increase or
decrease your productivity. Compare the group’s responses with those
identified in other groups.
Keep a week-long record of factors that increase or decrease the productivity
of workers at a local business. Recommend changes that would increase
productivity in the areas needing improvement.
Search the Internet or conduct media-center research to obtain information
about the relationship between a country’s productivity level and the standard
of living of the people in that nation. Create a visual for classroom use to
illustrate your findings.
Imagine that a local orthodontist who is concerned with the productivity level
in her practice is considering extended office hours. She believes this can be
accomplished with current staff by adjusting and staggering work schedules.
Employees would continue to work a 35-hour week as they do now. Discuss
how this change may raise the productivity level.
Evaluate your job or that of another person to determine what inputs are
needed to increase productivity. Write a memo to your supervisor or to the
other person’s supervisor explaining what inputs are needed and how they
could affect productivity.

Resources

LAP Marketing Education Resource Center (1997). Productivity [Economics LAP
18]. Columbus, OH: Author.
Marketing Education Resource Center (1997). Productivity: Instructor copy
[Economics LAP 18]. Columbus, OH: Author.
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Textbooks

Software/
Online

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [p. 88]. Cincinnati:
South-Western.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 22-23, 380-
381). New York: Glencoe/McGraw-Hill.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (p. 367).
Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [p. 10]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2nd
ed.) [p. 51]. Mission Hills, CA: Glencoe/McGraw-Hill.

Gatewood, R.D., Taylor, R.R., & Ferrell, O.C. (1995). Management:
Comprehension, analysis, and application (pp. 606-610). Chicago: Irwin.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 46, 155). Burr Ridge,
IL: Irwin.

Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,
business basics and economics [Economics LAP 18: Presentation
Software]. Marketing Education Resource Center (Distributor).

Marketing Education Resource Center (2000). Productivity [Economics LAP
18: CD-ROM]. Columbus, OH: Author.

Marketing Education Resource Center (2000). Productivity [Economics LAP
18: Presentation Software]. Columbus, OH: Author.

Copyright © 2000, Marketing Education Resource Center, Columbus, OH



Planning Guide Economic Foundations Page 69

Topic Cost/Profit Relationships

Performance | Analyze the impact of specialization/division of labor on productivity (EC:014)
Indicator

Level Specialist
SCANS Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12
Objectives a. Define the following terms: specialization of labor, division of labor, depth

of jobs and scope of jobs.

b. Describe how resources are involved in specialization.

c. ldentify forms of specialization of human resources.

d. Describe specialization by trade or profession.

e. Describe specialization by stage of production.

f. Describe specialization by task.

g. Explain the relationship between the depth and scope of a job.

h. Describe the advantages of specialization.

i. Explain the disadvantages of specialization.

j- Describe ways to overcome the disadvantages of specialization.
Sample Analyze a job to determine the resources that are involved in specialization,
Activities the form of human resource specialization, the scope and depth of the job,

the advantages/disadvantages in specializing the work, and steps that could
be taken to overcome the disadvantages. Write a report of your findings, and
submit the report to your teacher.

Imagine that a high-quality, wood furniture store has experienced increased
demand for its wood products. Management has traditionally required each
employee to produce a piece of furniture during his/her shift. Recommend
steps that management could take to increase production without decreasing
quality. Discuss the pros and cons of your recommendations with a small
group of students, asking group members to generate ways to combat the
disadvantages of your recommendations.

Participate in a small-group activity to read and respond to a situation
involving specialization/division of labor. Determine answers to the following
questions:

a. What type of specialization occurred in the situation?

b. What are the advantages and disadvantages that could occur?

c. What are ways to combat the disadvantages?

Present the situation and solutions to the class.

Interview an employee of a business that employs three or fewer persons and
an employee of a business that employs 100 or more persons. Determine
which business seems to have more specialization of labor. Determine if
employee productivity and company profitability differ between these two
companies. Report your findings to the class. As a class, draw conclusions
regarding whether the exchange of goods and services encourages
specialization.
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Resources
LAP Marketing Education Resource Center (1996). Specialization of labor
[Economics LAP 7]. Columbus, OH: Author.
Marketing Education Resource Center (2000). Specialization of labor:
Instructor copy [Economics LAP 7]. Columbus, OH: Author.

Textbooks Clayton, G.E. (1995). Economics: Principles and practices [pp. 18, 22-23,
113, 448-449]. New York: Glencoe/McGraw-Hill.

Hyman, D.N. (1997). Economics (4th ed.) [pp. 42, 102-104, 189-190, 780,
783-784]. Chicago: Irwin.

McEachern, W.A. (1997). Economics: a contemporary introduction (4th ed.)
[pp. 28-32, 54, 70-72, 277, 748-752]. Cincinnati: South-Western College
Publishing.

Miller, R.L. (1995). Economics: Today & tomorrow (2nd ed.) [pp. 275, 464].
New York: Glencoe/Macmillan/McGraw-Hill.

Software/ Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,

Online business basics and economics [Economics LAP 7: Presentation
Software]. Marketing Education Resource Center (Distributor).

Institute of Collective Bargaining (2000). WorkNet@ILR [Online]. Available:
http://www.ilr.cornell.edu/depts/icb/ (2000, June 5).

Lacity, M., & Hirschheim, R. (1996) Information systems outsourcing: Myths,
metaphors and realities. [Online]. Available:
http://www.cba.uh.edu/~rudy/out-book.htm [2000, June 5].

Marketing Education Resource Center (1999). Specialization of labor
[Economics LAP 7: Presentation Software]. Columbus, OH: Author.
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Topic

Performance
Indicator

Level

SCANS

Objectives

Sample
Activities

Resources
LAP

Cost/Profit Relationships

Explain the concept of organized labor and business (EC:015)

Specialist

Information 7; Interpersonal 9,13; Systems 15; Basic Skills 1-2, 5-6; Thinking
Skills 8,12

a. Define the following terms: labor union, local, national, federation,
collective bargaining, strikes, picketing, boycotts, featherbedding,
lockouts, injunctions and strikebreakers.

Identify reasons that labor unions form.

Identify types of labor issues.

Classify types of unions.

Describe levels of union organization.

Describe types of union organization.

Describe the collective bargaining process.

Explain types of union negotiation strategies.

Describe types of management negotiation strategies.

Explain the effects of unionism on workers.

Describe the effects of unionism on businesses.

T TSse@moaoT

Search the Internet for information about unions—their benefits,
requirements, pressure strategies, etc. Print a copy of your findings. Evaluate
the information obtained to determine whether you would want to be a union
member. Write a paper persuading others to support your point of view.
Attach the printed Internet information to your paper, and submit it to the
teacher.

Participate in a debate about whether physicians should be represented by a
union.

Search the Internet for information about a strike that has taken place. Write a
report of your findings, indicating the industry and union involved, the
reason(s) for the strike, the union and management pressure strategies used,
and the outcome of the union efforts. Discuss your findings with a small group
of students.

Identify an issue at school that could result in the use of pressure strategies
by students or faculty. Participate in a mock collective-bargaining process to
resolve the issue. Discuss the strengths and weaknesses associated with the
process.

Marketing Education Resource Center (1998). Organized labor [Economics
LAP 5]. Columbus, OH: Author.

Marketing Education Resource Center (1998). Organized labor: Instructor
copy [Economics LAP 5]. Columbus, OH: Author.
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Textbooks

Software/
Online

Clayton, G.E. (1995). Economics: Principles and practices (pp. 70, 184-185,
189-191, 205, 407). New York: Glencoe/McGraw-Hill.

Colander, D.C. (1995). Economics (2nd ed.) [pp. 92, 122, 678-679]. Chicago:
Irwin.

Hyman, D.N. (1997). Economics (4th ed.) [pp. 419-426]. Chicago: Irwin.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [pp. 111-118].
Colorado Springs: Author.

McEachern, W.A. (1997). Economics: a contemporary introduction (4th ed.)
[pp. 593-605]. Cincinnati: South-Western.

Miller, R.L. (1995). Economics: Today & tomorrow (2”d ed.) [pp. 311-315, 316,
319, 321]. New York: Glencoe/Macmillan/McGraw-Hill.

Wilson, J.H., & Clark, J.R. (1996). Economics (4th ed.) [pp.337-340].
Cincinnati: South-Western.

American Federation of Labor-Congress of Industrial Organizations (No date).
Today’s Unions [Online] Available: http://www.aflcio.org/ [2000, June 5].

Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,
business basics and economics [Economics LAP 5: Presentation
Software]. Marketing Education Resource Center (Distributor).
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Cost/Profit Relationships

Explain the law of diminishing returns (EC:023)

Specialist
Information 5,7; Systems 15; Basic Skills 1-2,4-6; Thinking Skills 9,12

a. Define the following terms: stages of production, increasing returns,
diminishing returns, law of diminishing returns, negative returns, marginal
cost, total revenue, and marginal revenue.

b. Explain the stages of production.

c. Describe the impact of the law of diminishing returns on production
decisions.

d. Explain how total revenue and marginal revenue are used to determine
the amount of output that will generate the most profit.

Participate in a small-group activity to construct paper boxes following a
pattern provided by your teacher. Determine the number of boxes that can be
made by a three-member group in one minute. Continue the construction
process, adding one worker at a time and checking productivity at one-minute
intervals. Find the point at which the additional person does not increase
productivity. Discuss how the principle of diminishing returns relates to
productivity.

Imagine that you own a small retail candy and ice-cream shop in your local
community. You have one full-time employee and two high-school students
who work part-time in the afternoons and on weekends. Business is good, but
the four of you can handle the work. You have been approached by another
student who wants a job. Consider the factors that would affect your decision,
then explain to the student applicant why, based on the principle of
diminishing returns, you must decide not to hire an additional employee at this
time.

Imagine that you have been placed in charge of creating bouquets that are to
be sold for Valentine’s Day by a school-based enterprise. Last year, the
school store created and sold 200 bouquets. The average total cost was
$2.65 to create each bouquet last year. This year, you project to increase
sales to 300 bouquets. As you increase the production of the bouquets,
determine the marginal cost of each bouquet and the optimal number of
bouquets to sell in order to maximize your profits. Discuss your figures and
recommendations with a small group of students in your class.

Imagine that as a way of generating funds to save for your college education,
you have been creating, selling, and delivering baskets for special occasions.
For the last three years, you have purchased 100 baskets for each of the
following events: Valentine’s Day, Easter, Mother's Day, Secretaries Day,
graduation, Thanksgiving, and Christmas. You want to increase your profits.
Your average total cost has been $22.50 per basket. As you increase the
production of baskets, determine the marginal cost of each basket and the
optimal number of baskets to sell in order to maximize your profits. Share
your figures and recommendations with a small group of students in the class.
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Resources
Textbooks Clayton, G.E. (1995). Economics: Principles and practices (pp. 114-115).
New York: Glencoe/McGraw-Hill.
Colander, D.C. (1995). Economics &2"" ed.) [pp. 521-523]. Chicago: Irwin.
Hyman, D.N. (1997). Economics (4" ed.) [pp. 199-2031. Chicago: Irwin.
Junior Achievement Inc. (1993). Applied economics (4h ed.) [pp. 88-89, 91].
Colorado Springs: Author.
Junior Achievement Inc. (1996). Economics: Study guide—teacher’s edition
(pp. 107-112). Colorado Springs: Author.
McEachern, W.A. (1997). Economics: A contemporary introduction (4th ed.)
[pp. 112-113, 450-453]. Cincinnati: South-Western.
Miller, R.L. (1995). Economics: Today and tomorrow (3rd ed.) [p. 192]. New
York: Glencoe/Macmillan/McGraw-Hill.
Wilson, J.H, & Clark, J.R. (1996). Economics (4th ed.) [pp. 162-164].
Cincinnati: South-Western.
Software/ Dunphy, S. (1997). Economic memo: The theory that explains Microsoft. In
Online The Seattle Times [Online]. Available:

http://www.seattletimes.com/extra/browse/html97/memo_042097.html
[2000, June 5].

McCain, R.A., lll. (No date). Productivity and Supply. In Essential Principles of
Economics [Online]. Available:
http://william-king.www.drexel.edu/top/prin/txt/MPCH/Ch6ToC.html [2000,
June 5].
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Topic Economic Indicators/Trends

Performance | Explain measures used to analyze economic conditions (EC:043)
Indicator

Level Specialist

SCANS Information 5,7; Systems 15; Technology 19; Basic Skills 1-2,5-6; Thinking
Skills 8,12

Objectives a. Define the following terms: unemployment rate, frictional unemployment,

structural unemployment, cyclical unemployment, seasonal
unemployment, technological unemployment, full employment, inflation
rate, price level, and interest rate.

b. Explain why the unemployment rate understates employment conditions.
c. Describe the costs of unemployment for a nation.
d. Describe causes of inflation.
e. Explain how inflation impacts the economy.
f.  Explain the impact of interest rate fluctuations on an economy.
Sample Using a case problem or current story in a business periodical that focuses on
Activities economic growth in the United States, write a short report on the factors that

contribute to economic growth and how these factors are likely to impact your
life and those of other members of your community.

Assume that the United States is in a recessionary period and that consumers
are worried about losing their jobs and experiencing a reduction in wages.
Explain in a brief paragraph how this fear among consumers will be reflected
in GDP and in various indices.

Research countries from each of the major global economic power regions
(e.g., Pacific Rim, European Market, North America, etc.) to determine the
countries’ current and past gross domestic product, population level, and
standard of living. Write a report of the economic trends evidenced by this
information.

Read the business section of a major newspaper to locate current economic
measurements of the U.S. economy. Based on your findings, determine
whether the economy is growing, declining, or stabilizing. Provide a rationale
for your response. Discuss your response with the class.
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Resources
Textbooks

Workbooks/
Manuals

Video

Software/
Online

Clayton, G.E. (1995). Economics: Principles and practices (pp. 138, 256, 269,
309-310, 348-352, 358, 363, 365, 399-403, 434, 456-467). New York:
Glencoe/McGraw-Hill.

Colander, D.C. (1995). Economics (2nd ed.) [pp. 149-155, 159, 160-178, 208-
209, 261-263, 318, 347-360, 401-412, 407-411, 413, 415, 440, 456-457,
474-477, 518]. Chicago: Irwin.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 37-40).
Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 67, 69]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2nd
ed.) [pp. 51-53]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyman, D.N. (1997). Economics (4th ed.) [pp. 12, 468-481, 489-491, 518-522,
526-529, 592-593, 766-767]. Chicago: Irwin.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [pp. 20-23, 129,
147-150, 154-155, 166, 174]. Colorado Springs: Author.

McEachern, W.A. (1997). Economics: A contemporary introduction (4th ed.)
[pp.83, 98-99, 104, 140-149, 153-161, 163-167, 175-176, 195-198, 202-
203, 207-209, 332-333, 356-362, 383-384, 691-692, 775-776, 778-780,
792, 799-802, 820-821]. Cincinnati: South-Western.

Miller, R.L. (1995). Economics: Today and tomorrow (3rd ed.) [pp. 332-335,
337-342, 344, 355, 389, 414, 440-441, 446, 505-506]. New York:
Glencoe/Macmillan/McGraw-Hill.

Wilson, J.H, & Clark, J.R. (1996). Economics (4th ed.) [pp. 14, 49, 100, 361-
374, 442-467, 510-511, 573, 574, 597, 626, 641-642, 714]. Cincinnati:
South-Western Educational Publishing.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy
(pp. 84-91). Cincinnati: South-Western.

United Learning (Producer). [1997]. Macroeconomic concepts
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

Bloomberg Business News [Online]. (No date). Available:
http://www.bloomberg.com/bbn/index.html [2000, June 5].

Cable News Network (No date). CNNfn: The Financial Network [Online].
Available: http://www.cnnfn.com [2000, June 5].

EconomicsAmerica (1995). Virtual economics: Unit 5: Lesson 2: What do we
want from our economy? [CD-ROM)]. Lincoln, NE: Author.

The Economist Newspaper Limited (No date). The Economist [Online].
Available: http://www.economist.com [2000, June 5].

Financial Times Limited (No date). Financial Times [Online]. Available:
http://www.ft.com [2000, June 5].

Griswold, D.T. (1998). The causes and consequences of the U.S. trade deficit
[Online]. Available: http://www.cato.org/testimony/ct-dg061198.html
[2000, June 5].

Infoseek (No date). Business channel [Online]. Available:
http://www.infoseek.com/Topic?tid=420 [2000, June 5].

U.S. Central Intelligence Agency (No date). 1999 world factbook [Online].
Available: http://www.odci.gov/cia/publications/factbook/index.html [2000,
June 5].

U.S. Department of Commerce (No date). Bureau of Economic Analysis
[Online]. Available: http://www.bea.doc.gov/ [2000, June 5].
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Software/
Online (cont'd)

U.S. Department of Labor: Bureau of Labor Statistics (No date). Economy at
a glance [Online]. Available: http://stats.bls.gov/eag/eag.map.html [2000,
June 5].

W.W. Norton College Books (No date). Economics [Online]. Available:
http://www.wwnorton.com/college/welcome.htm [2000, June 5].
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Topic

Performance
Indicator

Level

SCANS

Objectives

Sample
Activities

Resources
Textbooks

Economic Indicators/Trends

Explain the role of the Consumer Price Index in business (EC:044)

Specialist

Information 5,7-8; Systems 15; Technology 19; Basic Skills 1-2,4-6; Thinking
Skills 8,12

a. Define the term Consumer Price Index.

b. Describe how the Consumer Price Index is determined.

c. ldentify the major kinds of consumer spending that make up the
Consumer Price Index.

d. Explain how the Consumer Price Index is used to find the rate of inflation.

e. Describe limitations on the use of the Consumer Price Index.

f.  Explain how price instability affects economic performance.

Interpret the Consumer Price Index over a 10-year period to draw conclusions
about the prices of food, clothing, and medical care. Collaborate with a
partner to discuss your findings and conclusions.

Determine inflation rates for food, clothing, and medical care. Compare your
findings with the class. Discuss the effects of your findings on your life.

Brown, B.J., & Clow, J.E. (1997). Introduction to business: Our business and
economic world (pp. 42-47). New York: Glencoe/McGraw-Hill.

Colander, D.C. (1995). Economics (2nd ed.) [pp. 96-98, 143, 134-135, 148-
155, 159-165, 177-178, 347-353, 357-360, 409, 451, 474-477, 749-750,
831-832, 840-841]. Chicago: Irwin.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 29,
37-40, 144, 390-392). Cincinnati: South-Western.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 67-69]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2nd
ed.) [pp. 51-53, 55, 90, 492]. Mission Hills, CA: Glencoe/McGraw-Hill.
Hyman, D.N. (1997). Economics (4th ed.) [pp. 12, 468-481, 508-514, 518-522,

526-529, 604-605]. Chicago: Irwin.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [pp. 20-23, 142-
146, 147-150, 154-155, 166]. Colorado Springs: Author.

McEachern, W.A. (1997). Economics: A contemporary introduction (4th ed.)
[pp. 97-98, 140-149, 153-154, 162-164, 195-196, 356-362]. Cincinnati:
South-Western College Publishing.

Miller, R.L. (1995). Economics: Today and tomorrow (3rd ed.) [pp. 338-341,
354-355, 438-441]. New York: Glencoe/Macmillan/McGraw-Hill.

Ristau, R.A., Eggland, S.A., Dlabay, L.R., Burrow, J.L., & Daughtrey, A.S.
(1997). Introduction to business (pp. 292-293). Cincinnati: South-Western
Educational Publishing.

Wilson, J.H, & Clark, J.R. (1996). Economics (4th ed.) [pp. 361-366, 442-467,
592-621, 715-716]. Cincinnati: South-Western Educational Publishing.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 44-47). Burr Ridge,
IL: Irwin.
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Workbooks/ Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy

Manuals (pp. 84, 91-94). Cincinnati: South-Western.

Video RMI Media Productions (Producer). [1998]. Inflation [Videocassette].
Columbus, OH: Marketing Education Resource Center [Distributor].

Software/ EconomicsAmerica (1995). Virtual economics: Unit 6: Lesson 1: How does a

Online forecast differ from a guess? [CD-ROM]. Lincoln, NE: Author.

Federal Reserve Bank of Minneapolis (No date). What's a dollar worth?
[Online]. Available:
http://woodrow.mpls.frb.fed.us/economy/calc/cpihome.html [2000,
June 5].
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Topic Economic Indicators/Trends

Performance | Explain the concept of Gross Domestic Product (EC:017)
Indicator

Level Specialist

SCANS Information 5,7-8; Systems 15; Technology 19; Basic Skills 1-2,4-6; Thinking
Skills 8,12

Objectives a. Define the following terms: gross domestic product (GDP) personal
consumption expenditures, gross private domestic investment,
government purchases of goods and services, net exports of goods and
services, trade deficit, trade surplus, uncounted production, underground
economy, and double counting.

Identify the categories of goods and services that make up GDP.
Describe problems encountered in calculating GDP.

Explain the importance of a country's GDP.

Describe ways to increase GDP.

cooo

Sample Given a mock listing of goods and services and their prices, sort the items
Activities into the components of the GDP equation and calculate GDP. Discuss your
responses with the class.

Analyze economic activities in which you engage to identify activities that
contribute to an under-representation of GDP. Discuss your analysis with the
class.

Write a brief paper comparing the current United States’ GDP with that of the
early 1990s. Identify factors that impacted changes. Discuss your findings
with the class.

Resources
LAP Marketing Education Resource Center (1997). Gross domestic product
[Economics LAP 1]. Columbus, OH: Author.
Marketing Education Resource Center (1997). Gross domestic product:
Instructor copy [Economics LAP 1]. Columbus, OH: Author.
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Textbooks

Workbooks/
Manuals

Video

Software/
Online

Clayton, G.E. (1995). Economics: Principles and practices (pp. 138, 256, 269,
309-310, 348-352, 358, 363, 365, 399-403, 434, 456-467). New York:
Glencoe/McGraw-Hill.

Colander, D.C. (1995). Economics (2nd ed.) [pp. 149-155, 159, 160-178, 208-
209, 261-263, 318, 347-360, 401-412, 407-411, 413, 415, 440, 456-457,
474-477, 518]. Chicago: Irwin.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 69-70]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials (2”d
ed.) [pp. 51-53]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyman, D.N. (1997). Economics (4th ed.) [pp. 12, 468-481, 489-491, 518-522,
526-529, 592-593, 766-767]. Chicago: Irwin.

Junior Achievement Inc. (1993). Applied economics (4th ed.) [pp. 20-23, 129,
147-150, 154-155, 166, 174]. Colorado Springs: Author.

McEachern, W.A. (1997). Economics: A contemporary introduction (4th ed.)
[pp. 83, 98-99, 104, 140-149, 153-161, 163-167, 175-176, 195-198, 202-
203, 207-209, 332-333, 356-362, 383-384, 691-692, 775-776, 778-780,
792, 799-802, 820-821]. Cincinnati: South-Western.

Miller, R.L. (1995). Economics: Today and tomorrow (3rd ed.) [pp. 332-335,
337-342, 344, 355, 389, 414, 440-441, 446, 505-506]. New York:
Glencoe/Macmillan/McGraw-Hill.

Wilson, J.H, & Clark, J.R. (1996). Economics (4th ed.) [pp. 14, 49, 100, 361-
374, 442-467, 510-511, 573, 574, 597, 626, 641-642, 714]. Cincinnati:
South-Western Educational Publishing.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy
(pp. 84-91). Cincinnati: South-Western.

United Learning (Producer). [1997]. Macroeconomic concepts
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,
business basics and economics [Economics LAP 1: Presentation
Software]. Marketing Education Resource Center (Distributor).

Dow Jones & Company (No date). Dow Jones business directory [Online].
Available: http://businessdirectory.dowjones.com [2000, June 5].

Dow Jones & Company (No date). The Wall Street Journal Classroom Edition
[Online]. Available: http://info.wsj.com/classroom/ [2000, June 5].

EconomicsAmerica (1995). Virtual economics: Unit 5: Lesson 2: What do we
want from our economy? [CD-ROM]. Lincoln, NE: Author.

Infoseek (No date). Business channel [Online]. Available:
http://www.infoseek.com/Topic?tid=420 [2000, June 5].

MSNBC (No date). Business front page [Online]. Available:
http://msnbc.com/news/COM_Front.asp?a [2000, June 5].

USA Today Economy Track (No date). Gross domestic product components
[Online]. Available:
http://www.usatoday.com/money/economy/econ0025.htm [2000, June 5].

W.W. Norton College Books (No date). Economics [Online]. Available:
http://www.wwnorton.com/college/welcome.htm [2000, June 5].
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Topic Economic Indicators/Trends

Performance | Determine the impact of business cycles on business activities (EC:018)
Indicator

Level Specialist
SCANS Information 5,7-8; Systems 15; Technology 19; Basic Skills 1-2,5-6; Thinking
Skills 12
Objectives a. Define the following terms: business cycles, expansion, peak, contraction
and trough.
b. Identify the phases of a business cycle.
c. Describe the expansion phase of a business cycle.
d. Describe the peak phase of a business cycle.
e. Describe the contraction phase of a business cycle.
f. Describe the trough phase of a business cycle.
g. Explain how knowledge of business cycles benefits businesspeople.
h. Describe internal causes of business cycles.
i. Explain external causes of business cycles.
Sample Read business articles to determine the phase of the existing business cycle.
Activities Identify causes of the phase and businesses’ reactions. Determine whether

changes are taking place that would indicate a new phase is beginning.
Present your conclusions and findings to the class.

Use business periodicals to research the impact of business cycles on
business activities. Share your findings with the class.

Interview a business partner to find out how business activities are adjusted
to changes in business cycles. Report your findings to the class.

Resources
LAP Marketing Education Resource Center (1996). Business cycles [Economics
LAP 9]. Columbus, OH: Author.
Marketing Education Resource Center (1998). Business cycles: Instructor
copy [Economics LAP 9]. Columbus, OH: Author.
Textbooks Clayton, G.E. (1995). Economics: Practices and principles (p. 383). New

York: Glencoe/McGraw-Hill.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 70-71]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2"d ed.) [pp. 53-55]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyman, D.N. (1997). Economics (4th ed.) [pp. 495, 496]. Chicago: Irwin.

Miller, R.L. (1995). Economics: Today & tomorrow (pp. 347-349). New York:
Glencoe/Macmillan/McGraw-Hill.

Workbooks/ Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy

Manuals (pp. 88-89). Cincinnati: South-Western.
Software/ Curriculum and Instructional Materials Center (Producer). [1999]. Marketing,
Online business basics and economics [Economics LAP 9: Presentation

Software]. Marketing Education Resource Center (Distributor).
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Topic

Performance
Indicator

Level

SCANS

Objectives

Sample
Activities

Resources
Textbooks

Economic Indicators/Trends

Describe the nature of current economic problems (EC:038)

Specialist

Information 5,7-8; Systems 15; Technology 19; Basic Skills 1-2,4-6; Thinking
Skills 9,12

a. Define the following terms: balanced budget, budget deficit, federal
budget, comparable worth, deregulation, equal employment, global
competition, national debt, pollution, poverty, suburban flight, and urban
blight.

b. Identify examples of current economic problems that affect your
community.

c. Explain causes of current economic problems.

d. Draw conclusions about prices by interpreting the Consumer Price Index
over a 10-year period.

e. Determine inflation rates.

f.  Calculate unemployment rates.

g. ldentify solutions to current economic problems.

Use current periodicals to determine the five most problematic economic
events of the past year in lowa. Collaborate with a partner to discuss the
events identified.

Select a current economic problem, and write a paper identifying the problem,
its cause(s), individuals affected, and the impact of the problem on business.
Present the paper orally to the class.

Calculate your state’s current unemployment rate and compare it with those
that existed 5, 10, and 15 years ago. Draw conclusions from the information.

Conduct Internet or media-center research to identify an international
issue/concern that has occurred within the past five years that affected the
economy. Write a summary of the issue/concern; its cause; resolution; and
impact on personal, national, and international economies. Present your
summary orally to the class.

Brown, B.J., & Clow, J.E. (1997). Introduction to business: Our business and
economic world (pp. 299-309, 624-625). New York: Glencoe/McGraw-Hill.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 35-36, 69-70]. Cincinnati: South-Western.

Hyman, D.N. (1997). Economics (4th ed.) [pp. 113, 333-334, 346-355, 452-
455, 713, 736-752]. Chicago: Irwin.

Junior Achievement Inc. (1996). Economics: Study guide—teachers edition
(pp- 169-170). Colorado Springs: Author.

Ristau, R.A., Eggland S.A., Dlabay, L.R., Burrow, J.L., & Daughtrey, A.S.
(1997). Introduction to business (pp. 59-61). Cincinnati: South-Western
Publishing.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (pp. 48-50). Burr Ridge,
IL: Irwin.
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Software/ Lockwood Memorial Library. (No date). International trade: Government

Online resources [Online]. Available:
http://ublib.buffalo.edu/libraries/units/Iml/govdocsubij/trade.html [2000,
June 8].
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

International Concepts

Explain the nature of international trade (EC:016)

Specialist
Information 7; Systems 15; Basic Skills 1-2, 5-6; Thinking Skills 12

a. Define the following terms: imports, exports, international trade, absolute
advantage, and comparative advantage.

Describe reasons that international trade takes place.

List gains from international trade.

Identify ways in which the U.S. economy is affected by international trade.
Describe types of trade barriers.

Explain techniques used by governments to improve international trade
relations.

~oooo

Participate in a service-learning project being conducted at an elementary or
middle school to explain to younger students why the United States would
trade with other countries when it has an absolute advantage. Prepare visuals
to support the presentation and activities to reinforce it. Analyze the strengths
and weaknesses of the presentation, identifying changes that you would
make if you were able to repeat the presentation.

Interview a business partner to determine whether the person’s company
trades internationally. Find out what countries are involved, how this trade is
carried out, and how international trade affects business decision making. Ask
the partner to identify a situation or condition that occurred in one of the
countries that affected the company’s ability to trade. Write a summary of
your findings, and present it orally to the class.

Write an essay explaining how distribution of resources affects opportunity
costs to the extent that it is desirable to specialize and engage in international
or regional trade. Submit the essay to your teacher.

Develop a listing of 20 personal belongings, and determine where the items
were manufactured. Speculate as to why each item is produced where it is

rather than in some other country. Develop a table with country names and
the products produced. Color-code the origin of products from the list on a

blank world map.

Collect data from the United States’ Department of Commerce (available on
the Internet and in the United States’ Statistical Abstract) regarding U.S.
exports and imports with two countries on each continent. Analyze the data to
determine the following:

a. Which country has an absolute advantage in trading? Why?

b. What type of goods and services do we trade with each country?

c. What is the value in U.S. dollars of the goods and services traded?

Collaborate with two other classmates to represent a foreign country that is
requesting that Congress remove a trade quota. Prepare a presentation with
charts and graphs, presenting the advantages of removing the quota. Identify
the disadvantages of the quota, and prepare a written argument to overcome
them. Make the presentation to the class.
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Resources
LAP

Textbooks

Workbooks/
Manuals

Video

Software/
Online

Marketing Education Resource Center (1996). International trade [Economics
LAP 4]. Columbus, OH: Author.

Marketing Education Resource Center (1996). International trade: Instructor
copy [Economics LAP 4]. Columbus, OH: Author.

Burrow, J., & Eggland, S. (1995). Marketing foundations and functions
(pp. 120-124). Cincinnati: South-Western.

Clayton, G.E. (1995). Economics: Principles and practices (pp. 450-451, 467).
New York: Glencoe/McGraw-Hill.

Colander, D.C. (1995). Economics (2nd ed.) [pp. 112, 116, 119, 120-121, 124,
266, 808-810, 814-823]. Chicago: Irwin.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (p. 9).
Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2nd ed.) [pp. 87-89]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyman, D.N. (1997). Economics (4th ed.) [pp. 14-15, 49-50, 565, 780-782,
788, 790-797]. Chicago: Irwin.

Junior Achievement Inc. (1996). Economics: Study guide—teacher’s edition
(pp. 181-192). Colorado Springs: Author.

McEachern, W.A. (1997). Economics: A contemporary introduction (4th ed.)
[pp. 29-30, 83-85, 748-750, 758-771]. Cincinnati: South-Western.

Wilson, J.H, & Clark, J.R. (1996). Economics (4th ed.) [pp. 53, 344, 628, 630,
632-633, 637-638, 653]. Cincinnati: South-Western.

Zikmund, W.G., Middlemist, R.D., & Middlemist, M.R. (1995). Business: The
American challenge for global competitiveness (p. 50, 193-195). Burr
Ridge, IL: Irwin.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy
(pp. 10-11). Cincinnati: South-Western.

D.E. Visuals (Producer). [1999]. European union [Videocassette]. Columbus,
OH: Marketing Education Resource Center (Distributor).

RMI Media Productions (Producer). [1998]. International logistics.
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

EconomicsAmerica (1995). Virtual economics: Unit 6: Lesson 5: Making a
macro-model: Imports and exports [CD-ROM]. Lincoln, NE: Author.

The Economist Newspaper Limited (No date). The Economist [Online].
Available: http://www.economist.com [2000, June 5].

Marketing Education Resource Center (1999). International trade [Economics
LAP 4: Presentation Software]. Columbus, OH: Author.

NAFTAnNet (No date). NAFTAnet [Online]. Available: http://www.nafta.net/
[2000, June 5].

United States Department of Agriculture (No date). AgExporter [Online].
Available: http://ffas.usda.gov/info/agexporter/agexport.html [2000,
June 5].

World Trade Organization (No date). World Trade Organization [Online].
Available: http://www.wto.org [2000, June 5].
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Topic International Concepts

Performance | ldentify the impact of cultural and social environments on world trade
Indicator (EC:045)

Level Specialist

SCANS Information 5,7; Interpersonal 14; Systems 15; Basic Skills 1-2, 5-6; Thinking
Skills 12

Objectives a. Define the following terms: culture, beliefs, values, assumptions, cultural

baggage, business subculture, family unit, gender roles, family-work
relationships, mobility, class system, language, customs, and social
relationships.

b. Explain why business subcultures shape the behaviors of
businesspeople.
c. Describe how culture influences the components of social organization.
d. Explain how culture influences communication.
e. Describe the impact of values on culture.
f.  Explain the importance of understanding the culture of international
trading partners.
Sample Select a country of interest, and research its culture. Identify aspects of the
Activities country’s culture that would impact marketing activities. Using a software

program, prepare an informative brochure that could be used by marketers to
help them succeed in doing business in that country. Import pictures into the

brochure to depict the cultural aspects identified. Present the brochure to the

class.

Given a handout of international trade situations, label the situations as the
result of cultural, economic, or political actions. Discuss your responses with
the class.

Research a specific culture of interest to you, and write a paper explaining the
culture’s attitudes, beliefs, values, language, etc. Discuss cultural shifts that
have occurred and how they affect consumer buying behavior. Share your
findings with the class.

Using the Internet or media center resources, research the cultural norms and
values of a country of your choice. Compare and contrast the differences in
your findings and the United States’ norms and values. Identify how the
marketing of five specific products would need to be modified in order to be
sold in each country. Prepare a chart to illustrate this, and share it with the
class.

Identify several different cultural norms and values found in various parts of
the United States. State how these differences affect the marketing of
products in different parts of the country. Create a visual to explain the
differences, and share it with the class.

Conduct an Internet search to identify cultural problems that U.S. businesses
have encountered when opening plants in other countries. Report your
findings to the class.
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Resources
Textbooks

Workbooks/
Manuals

Video

Identify and list cultures that exist in your community. Take your list to a
business partner to find out how each identified culture affects business
activities. Report your findings to the class.

Research a country’'s business etiquette, and write a story about how you
would properly interact with a business owner in that country during a sales
situation. Read your story to the class.

Beardon. W.O., Ingram, T.N., & LaForge, R.W. (1995). Marketing: Principles
& perspectives (pp. 112-116). Chicago: Irwin.

Colander, D.C. (1995). Economics (2nd ed.) [pp. 828-832]. Chicago: Irwin.

Dlabay, L.R., & Scott, J.C. (1996). Business in a global economy (pp. 11,
45-65). Cincinnati: South-Western.

Evans, J.R., & Berman, B. (1997). Marketing (7th ed.) [pp. 152-153, 227].
Upper Saddle River, NJ: Prentice Hall.

Ristau, R.A., Eggland, S.A., Dlabay, L.R., Burrow, J.L., & Daughtrey, A.S.
(1997). Introduction to business (3rd ed.) [p. 71]. Cincinnati: South-
Western Educational Publishing.

Wisner, B. (1996). Applied marketing (pp. 37-41, 540-541). Upper Saddle
River, NJ: Prentice Hall.

Turner, J., & Bottoms Maio, G. (1995). Marketing in a global economy
(pp. 56-72). Cincinnati: South-Western

Learning Seed (Producer). [1996]. Gender and Careers [Videocassette].
Columbus, OH: Marketing Education Resource Center (Distributor).

Meridian (Producer). [1995]. Your cultural passport: International business
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

RMI Media Productions (Producer). [1997]. Competing in a global
environment [Videocassette]. Columbus, OH: Marketing Education
Resource Center (Distributor).

RMI Media Productions (Producer). [1998]. Culture by culture
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
Textbooks

Fundamentals of Communication

Explain the nature of effective communications (C0O:015)

Prerequisite
Information 5-7; Systems 15; Basic Skills 1-2,5-6

a. Explain the importance of effective communication in business and
marketing.

b. Identify types of communication that are important in business and
marketing.

c. ldentify characteristics of effective communication.

d. ldentify barriers to effective communication.

e. Describe techniques for overcoming barriers to effective communication.

Participate in a small-group activity to create two work-related situations in
which effective and ineffective communication has occurred. Present the
situations to the class. For each group's situations, identify the
characteristics of effective communication for the positive situation. For the
ineffective situation, identify the barriers that prevented effective
communication and recommend techniques that could be used to overcome
the identified barriers. Discuss and compare responses.

Participate in the game of Gossip. Identify factors that contributed to
changes made to the message. Analyze how those factors affect daily
communication.

Record examples of effective and ineffective communication that are
encountered for one day, explaining why each situation was effective or
ineffective and recommending actions to take in order to improve the
ineffective-communication situations.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 198-203].
Cincinnati: South-Western.

Clark, L.R., Zimmer, K., & Tinervia, J. (1995). Business English and
communication (8th ed.) [pp. 438-446, 449-465, 469-479]. New York:
Glencoe/McGraw-Hill.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2nd ed.) [pp. 120-131]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1994).
Communicating for success: An applied approach (pp. 66-84).
Cincinnati: South-Western.

Ricketts, C. (1997). Leadership: Personal development & career success
(pp- 89-99). Albany, NY: Delmar.
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Workbooks/
Manuals

Video

Ancona, P. (1998). SuccessAbilities!: 1,003 practical ways to keep up, stand
out, and move ahead at work (pp. 66-81, 94-103). Columbus, OH:
Marketing Education Resource Center (Distributor).

Frunzi, G.L., & Savini, P.E. (1992). Human relations: Leadership in
organizations (pp. 143-148). Cincinnati: South-Western.

Saben, T.J. (1994). Practical business communication. Columbus, OH:
Marketing Education Resource Center (Distributor).

Schulman, M., & Kowadlo, B.F. (1995). Working smart (pp. 72-83, 116-126).
Cincinnati: South-Western.

D.E. Visuals. (Producer) [1995]. Nonverbal communication [Videocassette].
Columbus, OH: Marketing Education Resource Center (Distributor).

JIST (Producer). [1995]. Art of effective communication [Videocassette].
Columbus, OH: Marketing Education Resource Center (Distributor).

Meridian Education Corporation (Producer). [1996]. Business
communication: Speaking [Videocassette]. Columbus, OH: Marketing
Education Resource Center (Distributor).

Meridian Education Corporation (Producer). [1996]. Business
communication: Listening [Videocassette]. Columbus, OH: Marketing
Education Resource Center (Distributor).
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
Textbooks

Fundamentals of Communication

Apply effective listening skills (CO:017)

Prerequisite
Interpersonal 11; Systems 15; Basic Skills 5-6; Personal Qualities 15

Distinguish between active and passive listening.
List reasons that you choose to listen to others.
Identify rewards associated with listening to others.
Describe the importance of listening to others.
Discuss barriers to effective listening.

Explain the elements of effective listening.

Discuss guidelines for effective listening.

Practice active listening.

S@mpaonoTy

Participate in a small-group activity to prepare a role-play situation depicting
effective or ineffective listening in marketing. Present the role-play situation
to the class. Listen to the role-play situations developed by other groups,
identify factors that contributed to or hindered listening, and identify how the
listener implemented or failed to implement the guideline(s) to effective
listening. Discuss the findings.

Listen to a message read by the instructor while music is played in the
background. Summarize the key points. Listen to the re-reading of the
opening passage again but without the music. Summarize the message.
Determine whether the accuracy of the summary improved.

Watch an infomercial for a product on television. Respond to a series of
questions about product features that are asked by your teacher the next
day. Analyze the effectiveness of your listening skills.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 198-203].
Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2nd ed.) [pp. 120-131]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1994).
Communicating for success: An applied approach (pp. 66-84).
Cincinnati: South-Western.

Meyer, E.C., & Allen, K.R. (1994). Entrepreneurship and small business
management (pp. 48-51). New York: Glencoe/Macmillan/McGraw-Hill.

Ricketts, C. (1997). Leadership: Personal development & career success
(pp- 89-99). Albany, NY: Delmar.
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Workbooks/ Ancona, P. (1998). SuccessAbilities!: 1,003 practical ways to keep up, stand

Manuals out, and move ahead at work (pp. 66-81, 94-103). Columbus, OH:
Marketing Education Resource Center (Distributor).

Frunzi, G.L., & Savini, P.E. (1992). Human relations: Leadership in
organizations (pp. 143-148). Cincinnati: South-Western.

Saben, T.J. (1994). Practical business communication. Columbus, OH:
Marketing Education Resource Center (Distributor).

Williams, J.W., & Eggland, S.A. (1992). Communication that works! (3rd ed.)
[pp. 58-79]. Cincinnati: South-Western.

Video D.E. Visuals (Producer). [1995]. Nonverbal communication [Videocassette].
Columbus, OH: Marketing Education Resource Center (Distributor).

JIST (Producer). [1995]. Art of effective communication [Videocassette].
Columbus, OH: Marketing Education Resource Center (Distributor).

Meridian Education Corporation (Producer). [1996]. Business
communication: Speaking [Videocassette]. Columbus, OH: Marketing
Education Resource Center (Distributor).

Meridian Education Corporation (Producer). [1996]. Business
communication: Listening [Videocassette]. Columbus, OH: Marketing
Education Resource Center (Distributor).
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
Textbooks

Fundamentals of Communication

Use proper grammar and vocabulary (CO:004)

Prerequisite
Information 7; Systems 15; Basic Skills 2,6

Identify proper subject/verb agreement in sentences.

Identify proper noun/pronoun agreement in sentences.

Identify proper use of adverbs and adjectives in sentences.
Identify complete sentences.

Identify correct word usage in sentences.

Explain the importance of a technical vocabulary.

Explain the appropriateness of using a technical vocabulary.
Explain the relationship of business success to proper grammar.
Demonstrate the proper use of grammar and vocabulary.

TS@ToooTe

Write a one-paragraph response to the prompt, “Tell me about yourself.”
Read the response to a small group of students, asking that the group
members determine whether the response contains any grammatical errors.
If grammatical errors are identified, the group should discuss the nature of
the errors and how to correct them. When the group is satisfied that the
response is “letter perfect,” members should sign their names at the bottom
of other students’ responses. Repeat the process for all group members.

Given a handout containing correct and incorrect sentences, determine
whether each sentence is correct or contains errors. If an error is detected,
circle the error, and write a brief explanation of what the error is and how it
could be corrected. Compare responses with those of classmates.

Create five sentences about marketing which contain grammatical errors.
Volunteer to read a sentence to the class. Identify the grammatical errors in
the sentences read by classmates, and classify the errors as subject/verb,
noun/pronoun, adverb/adjective, or incomplete sentence.

Tape record responses to questions about your current job or the career you
plan to pursue. In small groups, listen to the responses, and identify
grammatical errors.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 204-207].
Cincinnati: South-Western.

Clark, L.R., Zimmer, K., & Tinervia, J. (1995). Business English and
communication (8th ed.) [pp. 312-433]. New York: Glencoe/McGraw-Hill.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2"d ed.) [pp. 129-131]. Mission Hills, CA: Glencoe/McGraw-Hill.

Meyer, E.C., & Allen, K.R. (1994). Entrepreneurship and small business
management (pp. 42-47). New York: Glencoe/Macmillan/McGraw-Hill.

Ricketts, C. (1997). Leadership: Personal development & career success
(p. 93). Albany, NY: Delmar.
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Workbooks/
Manuals

Ancona, P. (1998). SuccessAbilities!: 1,003 practical ways to keep up, stand
out, and move ahead at work (pp. 84-91). Columbus, OH: Marketing
Education Resource Center (Distributor).

Bonet, D. (1993). Easy English: Basic grammar and usage (pp. 1-104).
Columbus, OH: Marketing Education Resource Center (Distributor).

Brock, S.L. (1996). Better business writing (3rd ed.). Columbus, OH:
Marketing Education Resource Center (Distributor).

CareerTrack Publications (1993). Grammar for business professionals
Columbus, OH: Marketing Education Resource Center (Distributor).

South-Western Educational Publishing (1997). The communication
handbook for school-to-work (pp. 130-168). Cincinnati: Author.
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Topic Fundamentals of Communication

Performance Reinforce service orientation through communication (C0O:018)
Indicator

Level Career-sustaining

SCANS Information 5; Interpersonal 11; Systems 15; Basic Skills 1-2,5-6; Thinking
Skills 12; Personal Qualities 15

Objectives a. Define the term service orientation.

b. Explain the relationship between communication and service.

c. ldentify ways in which employees in business and marketing can
demonstrate a service orientation.

d. Demonstrate procedures for reinforcing a service orientation through
communication.

Sample Select a job in marketing, and write five ways or statements that an
Activities employee in that role could reinforce a service orientation through
communication.

Contact a business to find out how employees communicate with customers
to reinforce a service orientation. Share the findings with the class.

Listen to a business representative discuss ways that employees
communicate with clients/customers to reinforce the business’s services.

Ask an adult who has used marketing services to identify ways that a
business reinforced its service orientation through communication. Share the
findings with the class.

Resources
Textbooks Mowen, J.C. (1995). Consumer behavior (4th ed.) [pp. 376-409]. Englewood
Cliffs, NJ: Prentice Hall.
Wallace, H.R., & Masters, L.A. (1996). Personality development for work
(7th ed.) [pp. 107-108]. Cincinnati: South-Western.
Workbooks/ Glanz, B.A. (1994). Building customer loyalty: How you can help keep
Manuals customers returning (pp. 68-69). Columbus, OH: Marketing Education

Resource Center (Distributor).
Stull, W.A., & Crow, D.E. (1996). Superior customer service (pp. 86-107).
Cincinnati: South-Western.
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
Textbooks

Workbooks/
Manuals

Fundamentals of Communication

Explain the nature of effective verbal communications (CO:147)

Prerequisite
Information 7; Systems 15; Basic Skills 5-6

Explain the importance of voice in communicating with others.
Identify characteristics of effective verbal communication.

Describe how nonverbal communication affects verbal messages.
Explain the importance of effective verbal communication in business
and marketing.

apow

Participate in a small-group activity to identify two examples of each of the
following behaviors, explaining possible interpretations of the message by
the receiver: body language, silence, appearance, time, physical contact,
facial expression. Appoint a representative to present the group's examples
to the class. Compare and discuss responses.

Watch a videotaped presentation of a conversation between a student and a
teacher. Draw conclusions about the intent of the conversation based on the
nature of the verbal and nonverbal communication depicted.

Listen to a guest speaker discuss the importance of voice in communicating
with others in marketing and describe characteristics of effective verbal
communication. List the characteristics of effective verbal communication
that are identified by the presenter. Discuss the responses with the class.

Given a handout containing statements whose meaning is changed by the
manner of delivery, write down the words or sentences that affect meaning.
Discuss responses with the class.

Baltus, R.K. (1993). Personal psychology for life and work (3rd ed.)
[pp. 218-222]. New York: Glencoe/Macmillan/McGraw-Hill.

Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1994).
Communicating for success: An applied approach (pp. 2-3, 8-18, 67-69,
74, 145-149). Cincinnati: South-Western.

Kimbrell, G., & Vineyard, B.S. (1998). Succeeding in the world of work:
Teacher’s wraparound edition (6th ed.) [pp. 120, 277, 281, 292, 296,
513]. New York: Glencoe/Macmillan/McGraw-Hill.

Ricketts, C. (1997). Leadership: Personal development and career success
(pp- 82-85). Albany, NY: Delmar Publishers.

Wray, R.D., Luft, R.L., & Highland, P.J. (1996). Fundamentals of Human
Relations: Applications for Life & Work (pp. 144-165). Cincinnati: South-
Western Educational Publishing.

Eggland, S.A., & Williams, J.W. (1998). Human relations for career success
(5th ed. [pp. 118-120]. Cincinnati: South-Western.
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Video Cambridge (Producer). [1997]. 9 deadliest sins of communication
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).

CRISP (Producer). [1995]. Communicate! [Videocassette]. Columbus, OH:
Marketing Education Resource Center (Distributor).

JIST (Producer). [1995]. Art of effective communication [Videocassette].
Columbus, OH: Marketing Education Resource Center (Distributor).
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
Textbooks

Workbooks/
Manuals

Video

Fundamentals of Communication

Address people properly (CO:005)

Prerequisite
Information 7; Systems 15; Basic Skills 5-6; Personal Qualities 15

a. ldentify situations in which business and marketing employees need to
address others in a businesslike manner.

b. Explain the importance of addressing others in a businesslike manner.

c. Discuss guidelines for addressing others properly.

d. Address others in a businesslike manner.

Given a marketing situation, role-play how to address a customer properly.
Ask a classmate to evaluate the role-play.

Observe the instructor's demonstration of proper and improper ways for
employees to address people. Discuss possible outcomes of the improper
greeting. Recommend how employees could correct the improper greeting.

Select a foreign country, and research proper etiquette for addressing
people in that country. Write a paragraph describing the differences between
American greetings and greetings in the selected country.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 115-124].
Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2nd ed.) [pp. 151-157]. Mission Hills, CA: Glencoe/McGraw-Hill.

Lamberton, L.H., & Minor, L. (1995). Human relations: Strategies for success
(pp- 108-134, 141-144, 283-284). Chicago: Irwin.

Ricketts, C. (1997). Leadership: Personal development & career success
(pp- 104-106, 473-479). Albany, NY: Delmar.

Foster, D.L. (1995). An introduction to travel and tourism (2nd ed.) [p. 279].
New York: Glencoe/McGraw-Hill.

Maddux, R.B. (1992). Team building: An exercise in leadership. Columbus,
OH: Marketing Education Resource Center (Distributor).

Irwin (Producer). [1995]. Effective teamwork [Videocassette]. Columbus, OH:
Marketing Education Resource Center (Distributor).
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Topic

Performance
Indicator

Level

SCANS

Objectives

Sample
Activities

Resources
Textbooks

Fundamentals of Communication

Handle telephone calls in a businesslike manner (CO:114)

Career-sustaining

Information 5-7; Interpersonal 11; Systems 15; Technology 19; Basic Skills
1-2,5-6; Thinking Skills 12; Personal Qualities 15

a. Describe proper verbal skills needed to handle telephone calls.

b. Explain attitudes needed when handling telephone calls.

c. Explain standard procedures for taking messages.

d. Describe procedures for handling telephone calls in a businesslike
manner.

e. Demonstrate procedures for handling telephone calls in a businesslike
manner.

Observe the instructor's demonstrations of handling telephone calls
incorrectly and correctly. Evaluate the instructor's performance in which the
proper techniques are demonstrated using the instructor's performance
checklist.

Observe how employees in businesses with which you are familiar handle
business telephone calls. Discuss the findings with the class.

Participate in a role-play situation involving the proper use of telephone
techniques.

Participate in a role-play situation to demonstrate tactics for handling a
telephone call from an irate customer.

Evaluate the performance of another student in handling telephone calls in a
business-like manner.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [p. 202]. Cincinnati:
South-Western.

Clark, L.R., Zimmer, K., & Tinervia, J. (1995). Business English and
communication (8th ed.) [pp. 471-473]. New York: Glencoe/McGraw-Hill.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997) Marketing essentials
(2nd ed.) [p. 129]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1994).
Communicating for success: An applied approach (pp. 80-83).
Cincinnati, OH: South-Western.
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Topic Fundamentals of Communication

Performance Persuade others (C0O:024)
Indicator

Level Specialist

SCANS Information 7; Interpersonal 9, 12; Systems 15; Basic Skills 5-6; Thinking
Skills 8; Personal Qualities 15

Explain the importance of being able to persuade others.
Describe occasions in business for persuading others.

Identify factors that determine a person’s credibility with others.
Explain techniques for persuading others.

Demonstrate procedures for persuading others.

Objectives

cooow

Sample Attend a local city council meeting to identify the techniques that businesses
Activities use to persuade council members to issue permits, change city zoning from
residential to business, and/or other persuasive activities. Discuss your
observations with the class.

Compare and contrast three different television commercials that advertise
the same product. Based on your findings, rate each commercial’s
effectiveness level on a scale of 1-3, with 1 being Not Effective, 2 being
Somewhat Effective, and 3 being Very Effective. Discuss your ratings with
the class.

Choose a leader in your community, state, or country. Identify the
characteristics that make that person a persuasive (or credible) leader. Write
a summary of the person’s characteristics, and submit it to your teacher.

Collaborate with a partner who has an opposing viewpoint about a topic of
your choosing. Attempt to persuade that person to change his/her mind.

Resources
Textbooks Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1994).
Communicating for success: An applied approach (pp. 308-327,
458-463). Cincinnati: South-Western Publishing Co.
Ricketts, C. (1997). Leadership: Personal development & career success
(pp. 116, 415-417). Albany, NY: Delmar Publishers.

Workbooks/ Ancona, P. (1998). SuccessAbilities!: 1,003 practical ways to keep up, stand
Manuals out, and move ahead at work (pp. 76, 96-97). Columbus, OH: Marketing
Education Resource Center (Distributor).
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Topic Fundamentals of Communication

Performance Make oral presentations (CO:025)
Indicator

Level Specialist

SCANS Information 5-7; Interpersonal 10,12; Systems 15; Basic Skills 1-2,5-6;
Thinking Skills 7

Identify occasions when oral presentations are required.

Explain the importance of communication skills in oral presentations.
Describe characteristics of effective oral presentations.

Discuss the role of visual support in making oral presentations.
Demonstrate procedures for making oral presentations.

Objectives

cooow

Sample Make a brief oral presentation to a small group of students in your class. Ask
Activities the students to evaluate your performance. Discuss the evaluations. Obtain
recommendations for improving the presentation. Review their comments,
prepare, and give the presentation to another group of students. Determine
whether your performance improved.

Evaluate an oral presentation given by a teacher, student, guest speaker, or
other person. Identify the strengths and weaknesses of the presentation, and
discuss them with a small group of students in your class.

Ask a classmate to videotape an oral presentation in which you describe the
attributes of an idea that you would like to market. Watch the videotape, and
conduct a self-analysis of the effectiveness of your presentation.

Ask your employer to identify a topic for you to research and report on at the
next staff meeting. Make the oral presentation, and ask your employer to
provide feedback.

Resources
Textbooks Clark, L.R., Zimmer, K., & Tinervia, J. (1995). Business English and
communication (8th ed.) [pp. 44-46, 449-465, 469-471, 473-479).
New York: Glencoe/McGraw-Hill.

Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1994).
Communicating for success: An applied approach (pp. 145-150).
Cincinnati: South-Western Publishing Co.

Williams, J.W., & Eggland, S.A. (1992). Communication that works! (3rd ed.)
[pp. 71-74]. Cincinnati: South-Western Publishing Co.

Workbooks/ Ancona, P. (1998). SuccessAbilities!: 1,003 practical ways to keep up, stand
Manuals out, and move ahead at work (pp. 78-79). Columbus, OH: Marketing
Education Resource Center (Distributor).

Video JWA [Producer]. (1994). How to make winning presentations
[Videocassette]. Columbus, OH: Marketing Education Resource Center
(Distributor).
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Software/ McNamara, C. (No date). Presenting/Public speaking [Online]. Available:
Online http://www.mapnp.org/library/commsklis/presntng/presntng.htm [2000,
May 30].

Northwest Regional Educational Laboratory (1998). Bibliography of
assessment alternatives: Oral communication [Online]. Available:
http://www.nwrel.org/eval/library/pdfs/oral.pdf [2000, March 22].

Toastmasters International (1998). 10 tips for successful public speaking

[Online]. Available: http://ww.toastmasters.org/tips.htm [2000,
March 22].
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Topic

Performance
Indicator

Level
SCANS

Objectives

Sample
Activities

Resources
Textbooks

Workbooks/
Manuals

Fundamentals of Communication

Explain the nature of written communications (CO:016)

Career-sustaining
Information 7; Systems 15; Basic Skills 1-2; Thinking Skills 7,12

a. ldentify types of written communication used in business.

b. Identify characteristics of effective written communication.

c. Explain the importance of neatness/accuracy when using written
communication in business.

d. Explain the importance of effective written communication.

Examine samples of written communication provided by your instructor.
Classify the samples as effective or ineffective. Discuss the factors that you
feel contributed to the samples’ effectiveness.

Obtain samples of written communication used at businesses with which you
are familiar. Discuss and compare the samples with those obtained by
classmates. Recommend ways to improve the samples so that they will be
more effective.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 204-207].
Cincinnati: South-Western.

Clark, L.R., Zimmer, K., & Tinervia, J. (1995). Business English and
communication (8th ed.) [pp. 312-433]. New York: Glencoe/McGraw-Hill.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [pp. 213-214]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2"d ed.) [pp. 129-131]. Mission Hills, CA: Glencoe/McGraw-Hill.

Hyden, J.S., Jordan, A.K., Steinauer, M.H., & Jones, M.J. (1994).
Communicating for success: An applied approach (pp. 275-280).
Cincinnati: South-Western.

Meyer, E.C., & Allen, K.R. (1994). Entrepreneurship and small business
management (pp. 42-45). New York: Glencoe/Macmillan/McGraw-Hill.

Ricketts, C. (1997). Leadership: Personal development & career success
(pp. 92-93). Albany, NY: Delmar.

Wray, R.D., Luft, R.L., & Highland, P.J. (1996). Fundamentals of human
relations: Applications for life and work (pp. 155-161). Cincinnati: South-
Western.

Ancona, P. (1998). SuccessAbilities!: 1,003 practical ways to keep up, stand
out, and move ahead at work (pp. 88-91). Columbus, OH: Marketing
Education Resource Center (Distributor).

Reynolds, C. (1993). Dimensions in professional development (4th ed.)

[pp. 188-190, 197-198]. Cincinnati: South-Western.

South-Western Educational Publishing (1997). The communication
handbook for school-to-work (pp. 2-10, 130-132). Cincinnati: South-
Western.
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Topic

Performance
Indicator

Level

SCANS

Objectives

Sample
Activities

Resources
Textbooks

Workbooks/
Manuals

Software/
Online

Fundamentals of Communication

Write business letters (CO:133)

Career-sustaining

Information 5-7; Interpersonal 12; Systems 15; Basic Skills 1-2; Thinking
Skills 12

Identify types of business letters.

Describe the components of an effective business letter.
Explain the guidelines for business-letter writing.

Write a business letter.

aoow

Write a business letter, and transmit it by e-mail to your teacher. The letter
should describe a target market you have identified for a good, service, or
idea that you intend to market or should explain the nature of a business that
you are interested in owning.

Write a business letter to a company of interest to request a copy of its
annual report.

Bailey, L.J. (1997). Working: Learning a living (2nd ed.) [pp. 205-207].
Cincinnati: South-Western.

Clark, L.R., Zimmer, K., & Tinervia, J. (1995). Business English and
communication (8th ed.) [pp. 312-433]. New York: Glencoe/McGraw-Hill.

Everard, K.E., & Burrow, J.L. (1996). Business principles and management
(10th ed.) [p. 213]. Cincinnati: South-Western.

Farese, L.S., Kimbrell, G., & Woloszyk, C.A. (1997). Marketing essentials
(2nd ed.) [pp. 130-131]. Mission Hills, CA: Glencoe/McGraw-Hill.

Ricketts, C. (1997). Leadership: Personal development & career success
(pp- 92-93). Albany, NY: Delmar.

Wray, R.D., Luft, R.L., & Highland, P.J. (1996). Fundamentals of human
relations: Applications for life and work (pp. 155-161). Cincinnati: South-
Western.

Ancona, P. (1998). SuccessAbilities!: 1,003 practical ways to keep up, stand
out, and move ahead at work (pp. 84-85). Columbus, OH: Marketing
Education Resource Center (Distributor).

Chance, S., & Hockman, C.E. (1993). Writing skills review (pp. 55-99). New
York: Glencoe/Macmillan/McGraw-Hill.

South-Western Educational Publishing (1997). The communication hand-
book for school-to-work (pp. 2-10, 130-132). Cincinnati: South-Western.

Biz Letters 2.0 [Computer software]. (1997-2000). Aldgate, Australia: First
Wave Media. Available: http://www.fwmedia.com/letters/index.htm
[2000, March 22].

Oregon State University (1999). Business writing [Online]. Availa